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brenner, president of 
the Senack Shoe 
Company, started in 
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January 1, 1910 with 
his father in a general 
shoe store in St. Louis. 
Seven years later, he 
started a chain of 
operating leased de- 
partments in women’s 
specialty stores. In 
1929 the business had 
increased to thirty- 
two departments, 
with a volume of 
approximately 
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Stand Pat on Prices 


W. have studied from every angle 
the wave of price cuts that has swept over a good part of the retail shoe industry 
in the past sixty days, and we hope that all sane merchants will come to the same 
conclusion that we have and “stand pat.” 


There is no apparent reason for cutting of prices. An exhaustive research 
has proved that the limit in savings that could be made at this time in purchasing 
the same grade of footwear, as we have previously had, is about fifteen to thirty- 
five cents per pair, depending upon the grades, and it is apparent at a glance that 
these savings do not justify a reduction in the retail price, so why become hys- 
terical and meet this competition when it is impossible to continue these reduced 
prices without cheapening your product. Surely no smart shoe man wants to 
resort to such tactics. 


We believe there is one real solution to meet this cut price shoe hysteria. 
Keep your stocks in shape at all times, no matter how poor business may be, 
to receive new merchandise. 


In spite of backward business conditions, the American woman of today has not 
lost her desire for the “new,” and a constant display of the “new” at prices with 
legitimate profits cannot help but produce results. 


I will be very frank in stating that our business for the first eleven months 
of this year is 12 per cent behind that of a year ago in the same number of stores, 
but, on the other hand, we are very glad to find ourselves with our stocks 33% 
per cent less than a year ago, and in a wonderful position to present constantly 
“the new.” 


A typical illustration of this is that for the first week in December our depart- 
ments, as a whole, have made a small increase, and it is attributed entirely to 
new merchandise—a splendid showing of water snakes, ringtail lizards, new shades 
of blue and grey kid, and, of course, all the new black fabric shoes that are 
always in demand during the holiday season. How could any woman resist a beau- 
tiful showing of new footwear of this kind after seeing and hearing on every side 
“suéde, suéde,” for the past four months? Of course, the smartly dressed woman 
of today was ready for something new. 


Keep your stocks in shape, and you can easily adopt the slogan that we have sent 
to all of our managers recently—‘“Forget the cut price warfare of your com- 
petitors—sell the new and the old will take care of itself.” 


JOS. J. SENSENBRENNER, 
Senack Shoe Company, St. Louis, Mo. 





“If you were buying a car, 
and the salesman couldn't 
tell you what kind of an en- 
gine it had, you would be 
amazed and disgusted. And 
yet we tolerate a worse con- 
dition in the shoe business 
when we permit salespeople, 
with little knowledge of 
shoes or feet, to fit our cus- 
tomers.” —Arthur Gale 


Harold Lloyd in “Feet First.’ Produced by Harold Lloyd Corporation 


Shoe Clerks, or Salesmen? 


By ARTHUR GALE 


Shoe Buyer, Powers Mercantile Co., Minneapolis 


Run the ad reproduced 
at the top of this page in any newspaper and what 
response do you get? 

How much should a thoroughly experienced shoe 
salesman know? 

“Yes, sir. I am an experienced shoe salesman.” 

“T worked at Blank’s and So and So's.” 

“How long were you at Blank’s?” 

“Well, I was there during their Anniversary Sale 
for two weeks.” 

“Did you work at So and So’s regularly?” 

“Oh, sure! I was a regular Saturday extra during the 
summer, but I went back to school last fall, so I quit.” 

“Do you still go to school?” 


“No, but I am thinking of taking a night-school 
course and study for some profession.” 

“Would you study something that would help you 
be a better shoe salesman?” 


“Oh, no! I wouldn’t stay in the shoe business. 
I just want to earn enough to support me while I’m 
studying for some other business.” 

“Why should you pick the shoe business as your 
temporary means of support?” 

“Well, you don’t have to know much to sell a pair 
of shoes, and the job pays better than most selling 
jobs do.” 

“Do you know anything about shoes? About the 
way they are made; the difference in the construc- 
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Considered as a class, there is, in the RECORDER'S opinion, no more conscientious 
or efficient group of retail salespeople anywhere than the men and women who fit and 


sell shoes. Hundreds of outstanding shoe merchants and executives have risen from the 


ranks of salesmen on the floor through ability, study and application. Unfortunately the 


faults of the few tend to lower the standards—and the standing—of the entire profession. 


It was. this minority that Mr. Gale had in mind in writing the accompanying article. 
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tion of a McKay or a welt; the difference in lasts? 
Can you tell when a shoe is fitted properly?” 
“Why, nobody ever asked me those things before!” 
“Tf you don’t know those things, how can you call 
yourself an experienced shoe salesman ?”’ 
“Well, I can read sizes and I know the difference 
between a strap pump and an oxford, and I thought 
that was all a shoe salesman had to know.” © 


“Don't you realize that every 
customer that comes into our store expects to be 
advised properly and fitted correctly? That we have 
spent many hundreds of dollars to gain her good will 
and patronage, and that the salesman who serves her 
represents all of the executives and every employee 
in this store? The satisfaction this customer gets 
from her purchase; the service and intelligent infor- 
mation she gets while selecting it; the fit and com- 
fort she will have while wearing it, all depends en- 
tirely on the person serving her? 

“Can you honestly believe you can tell her why 
‘we invested our money in the type of shoe you are 
showing? Do you know why a welt should wear 
longer than a turn? Do you know whether she is 
trying on the proper last for her foot? What would 
you do if the shoe felt tight?” 

“Why, that’s easy! I’d stretch it.” 

“Yes, and probably split it at the throat and stick 
‘it back in stock.” 

“What would you do if it was large?” 

“Well, I could put an insole under the sock-lining 
‘where the customer wouldn’t see it.” 

“Yes, that is easier than going to stock for the 
right size or owning up to the customer if you haven't 
her size and suggesting another similar style.” 

“Do you mean to say a fellow has got to know 
‘how shoes are made and a lot about feet to fit shoes 
‘properly ?” 

“Yes, sir. I certainly do. And then some. 

“Today, when fashion plays such an important part 
‘in apparel, a shoe salesman should know the proper 
use of every shoe in stock. He should know the 
correct name of every color and material, what colors 
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coordinate and what types of shoes to wear with every 
costume ; besides that, he should know how every shoe 
is made, the featured points of each type, what types 
of feet each style is most suited for. He should be 
able to analyze a foot and recommend the proper type 
of shoe for it.” 

“Well, you can find very few shoe salesmen who 
know all of those things.” 

“That is true. There are men who have been sell- 
ing shoes for a long time who never seem to acquire 
that knowledge. Most of that information will not 
come to you. You must seek it. 

“Many a salesman would save the trouble of say- 
ing, ‘She was a crab,’ or ‘She sure was a tough one. 
She didn’t know what she wanted.’ 

“Tf the truth were known, the customer knew what 
she wanted, but the salesman didn’t. 


Today, with our magazines, 
radio and talkies, we have a public who, in most cases, 
know more about fashion than our salesmen. We talk 
style in our newspaper advertising and when we get 
the customer into our shop we permit her to’be served 
by salespeople who don’t know as much as they do 
about our product.” 

“Well, it looks like I can’t work here. How could 
a fellow learn the business if everybody felt like you 
do?” 

“Well, I will tell you. 

“When I learned the business, I had to go to work 
as a store boy and I worked as an apprentice for a 
long time before I got a chance to fit any shoes. 
When a young man comes into our store and frankly 
admits that he doesn’t know anything about our busi- 
ness but is willing to learn, we are glad to help him. 
But we don’t think that it is good business to have 
salesmen who have an inadequate knowledge of shoe 
fitting experiment on our customers. They give short- 
fits, misrepresent and impatt mistaken advice, which 
is all very costly and may lose the customer. 

“Let me show you some answers to a quiz I gave 

.. [TURN. TO PAGE 56, PLEASE] 





A Hundred 


Merchants 


They Apply the Measuring Stick of Retail 
Efficiency to Themselves When Interviewed 
by the Recorder's Field Editor, and 


Their Answers Are an Inspiration 


i i 


“Tames like we are experiencing 
now cause shoe men to look at themselves in the 
mirror and ask: “Is this man doing his very best?” 
George Ashton started something when he asked his 
series of questions. His self-examination to deter- 
mine whether he is doing a first-class job in Salem, 
Mass., as published in the RECORDER, stirred up simi- 
lar thoughts in the minds of others. 

These answers revealed many phases of human 
emotions, some cock-sure, some doubtfully question- 
ing. Furthermore, these answers constituted in truth 
a raw cross-section of shoe retailing as these indi- 
vidual owners see their problem. Taken as an entirety, 
a decidedly wholesome, refreshing spirit is shown by 
the answers to these inquiries. 


1. Am I functioning properly as a purchasing agent 
for my community? Yes, 94% ; no, 6%. 

“Not so good,” say a few, which means a mark 
in the bad column, while a number admit doing a fair 
job of it. The great majority, or 94%, say “Yes,” 
meaning that the “walks” in their various stores is 
down to a minimum. 


2. Does my stock reflect their anticipated wants? 
Yes, 98% ; no, 2%. 

All but one admit their ability to anticipate future 
footwear needs. This is an extremely high average. 
“They do not know what they want,” expresses. one 
merchant. Here may we say in parenthesis—a closer 
reading of the RecorpeR style stories will help you 
become a local style authority, if that title appeals 
to you. 


3. Is my potential trade sufficiently informed as to 
the resources of my stock? Yes, 60%; no, 40%. 

Forty per cent of the answers indicate they are not 
doing a proper job of it. “Room for improvement” ; 
“Not fully”; “In women’s, yes; men’s, fair,” charac- 
terizes some of the answers. Get this one, and I 
know it is true, “We do more than any other shoe 
store I know to tell them.” 


4. Have I made a survey of the trade possibilities 
in my territory? Yes, 67%; no, 33%. 

Just two-thirds have, which is not so good when 
one considers that it is quite difficult to plan what 
to have on the shelves when one is not fully informed 
as to the possibilities of that trade. A few have made 
thorough surveys. 


5. Do I know what my expenses and sales are in 
each department as to—(a)Know if each department 
is profitable? (b) Know what ts a properly balanced 
stock to call at all seasons of the year? Yes, 50%; 
no, 50%. 

Some ducked this, while only half of the survivors 
admitted knowing how much they were making or 
losing on each department. Important but true. 


HOW DO YOU INVENTORY YOURSELF? 


N amazing conclusion can be drawn from these 

questionnaires that merchants by and large have 
developed an efficiency in their own business up to 
the pcint of their own abilities, capacities and capital. 
Merchants are conscious of their own shortcomings and 
when anybody says: “Why don’t you borrow some of 
the efficiencies of the chain store game,” they develop 
anger and irritation because they are thinking of two 
entirely different things: Chain stores centrally fi- 
nanced, merchandised and operated deals with averages. 
The little local store, individually operated deals with 
human beings with varying feet, likes, pocketbooks and 
tastes. 

The tremendously significant thing about this ques- 
tionnaire is the fact that by and large the retail dealer 
thinks that he is doing a pretty fair job with the tools. 
he has to,work with. He knows his own mental and 
financial capacity and he is serving to the best of his 
ability to make both a living and a profit as a capital 
gain and token of progress made. 

No outstanding conclusion is,apparent except this 
one—that there is no such thing as a mass utterance 
that being in the shoe business dooms a man to sorrow, 
pessimism and eventual failure. 
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Answer Ashton 


By 
HARRY R. TERHUNE 


Field Editor, Boot and Shoe Recorder 
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6. Do I buy by guess, fear or reason? Reason, 
80% ; guess or fear, 20%. 

“Reason” is the mighty chorus of 80%. “Reasons 
and records,” answers one bright chap. “We tried to 
use sense,” comments another. “On a budget basis 


and for a definite reason,” is a sage answer. 


7. Where are my net profits? 
(b) Tied up in slow-moving 
stock? Bank, 33%; stock, 
67%. 

Not so good. Only one- 
third indicate the net profits 
are liquid. And by that we do 
not mean “all wet.” One 
wrote, “Profits withdrawn 
from business.” Closely fol- 
lowing him is, “Mostly in real 
estate and bonds, with a small 
percentage each season in 
slow-moving stock.” “Spent” 
is rather indefinite, but let’s 
hope the spending is for store 
improvements. 


(a) In the bank? 


8. Am I keenly alive to the 
cost of carrying dead stock? 
Yes, 97% ; no, 3%. 

All were good little boys 
save three. They said to the 
effect, “Not live enough.” For 
being honest they win a brand- 


new, cut-glass golf ball. pulses. 


9. What is thought of my 
store by—(a)My customers? 
(b) My prospective custom- 
ers? Good, 84%; bad, 16%. 

This drew fire. One wailed, 
“Who knows?” but 84% of 
the rest had the wife sew the 
top button on the vest as they shyly whispered, “Best 
store in the community.” Question (a) was gener- 
ally answered “Good,” while (b) claimed several 
“High-priced, I believe they fully understand my 
values and service,” came from a typical Yankee. 
shoe man. Our hats off to him for all he im- 
plied. A Westerner (a), “Proud to say they 
bought them here.” (b) “We carry good shoes 
and get good prices,” Real spirit from a real mer- 
chant there. 


town. 


efficient service.” 
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ASHTON, WHO ASKED THE 
QUESTIONS, SAYS: 


“A certain number of pairs of shoes are 
to be sold in Salem, Mass., in Salem, Ore., 
and all way stations. A certain number of 
shoe merchants are bound to furnish the 
people of their community with more 
logical reasons as to why these people 
should trade in their stores. These reasons 
cover the entire category of buying im- 


“Remember, people are not wasting 
much time or energy in shopping all over 
Purchases are confined to the store 
that furnishes the things wanted; that 
keeps the stock clean and fresh, neatly 
displayed, and furnishes courteous and 


10. What percentage of new customers become 
regulars? 

Fifty-two per cent either passed this up entirely 
or reported such a low percentage as to put them in 
the bad column. “Nearly all” down to “25%” is 
the range. Many 50-60 and 85 per cents, which is 
mighty good, considering the number of “lookers.” 
To make chance customers regulars is a vital retail 

problem. 


11. Why does a percentage 
of my regular customers buy 
goods that I have for sale in 
other stores? 

“Damfino’—my! My! 
“Lack of proper service” is 
taking it on the chin all right, 
but not liking it. The alibi 
twins, “Style reasons” and 
“Price reasons,” come in for 
a whale of abuse, but as they 
had been doing business at 
the old stand for years, they 
are used to it. 


12. Am I the first to show 
new goods, or am I-a trailer? 
First, 82% ; trailer, 18%. 

“Average” and “Among the 
first” replies go to make up 
the minority of 18%, so that 
82% are sure enough of their 
positions to say “First.” This 
is a mighty good showing. 


13. Do I always make 
money through taking cash 
discounts? Yes, 84%; no, 
16%. 

One “If I do not have to 
buy too much to get them” and 
one laconic “Can’t” constitute the bad. Therefore 
84% are good in that they take their cash discounts. 


14. Are the sales people properly trained in the best 
selling methods, and are they alive to the importance 
of first getting the customer’s point of view? Yes, 
93% ; no, 7%. 

. This is, in fact, a question as to the organizing and 
managing ability of the proprietor. Only 7% failed 

[TURN TO PAGE 58, PLEASE] 





Washington 
Boulevard—a 
beautiful street 
lined with beau- 


Miracle City Whose Amazing Growth 
American Municipalities Will Offer 
Men Who Gather 


tiful shops 





Left—A 
portion of 
Cadillac 
Square, an 
important 
downtown 
business 
center 











W hen the shoe 
merchants, manufacturers, 
traveling salesmen and 
representatives of allied 
industries who attend 
N. S. R. A. conventions 
gather in Detroit, Jan. 5, 
for the opening of a con- 
vention heralded to mark 
the beginning of a New 
Shoe Year, they will be 
welcomed by a city that 
in many ways is unique 
among American munici- 
palities. 

World’s center of the 
great automotive industry, 
Detroit has deve'oped in 
a few short years from 
a typical American city 
of the middle class to a 
great metropolitan center, 
with the vast population, 
the teeming traffic, the tall 
skyscrapers, the great in- 
dustrial plants and the 
imposing retail institu- 
tions that mark a city with 
the “Big Town” stamp. 

But Detroit is more 














Airplane view of East Side showing part of Belle Isle in the background 
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Below—Woodward 
Avenue looking 


Metropolis as 
Shoe Trade 


Has Been a Marvel in the History of 
Much to Interest Thousands of Shoe 
There in Convention 





Right— 
Woodward 
Avenue at 
Michigan 











than merely a big city. 
It is a city of beauty, with 
its towering broken sky- 
line, bordering a mighty 
river whose _transporta- 
tion carries commerce to 
and from the ports of the 
great Northwest. It is a 
city of culture, with col- 
leges and universities, li- 
braries, art galleries and 
a matchless auditorium 
where great gatherings 
meet to hear and learn, 
and where the N.S. R. A. 
will stage its matehless 
fashion pageant. It is an 
important retail center and 
one of special interest to 
the shoe man, for here in 
Detroit is to be found the 
largest retail shoe store in 
the world operated under 
one roof. The head of 
this enterprise, R. H. 
Fyfe, known everywhere 
as the dean of American 
shoe merchants, is the 
honorary chairman of the 
convention. 

[TURN TO PAGE 60, PLEASE] Bird’s eye view of downtown Detroit and river front 
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What Next ? 


FTER the pre-Christmas clearance, what? More 

clearance or back to a new normal of prices? 
Those are the two questions uppermost in the minds 
of shoe merchants at this time. 

We have always maintained that a shoe merchant 
should also be something of a chess player. For 
every more that he makes, he should know the next 
two moves ahead. If some of the merchants who 
have been so eager to rush into lower prices had 
the check and double check of foresight, the price 
battle of the last six weeks might have been averted. 

Now we see a new advertising dodge as follows: 
“We are now selling the same quality shoes we sold 
last year at $12.50 for $10.00.” In all probability 
the statement is the truth. The merchant might be 
thinking of his shelf shoes. Also that instead of 
holding an early clearance sale he might as well 
change his grades now. 

Naturally, the public buying now gets the price 
benefit, providing the size and width is right. 

But what about the impression left upon the public 
by so@efinite a statement? What about the public 
thinking that it will in the future get the same quality 
shoes at $2.50 less? 

It is well for every merchant to remember that 
the public is long-minded. It remembers statements 
made to the effect that quality for quality, leather 
for leather, workmanship for workmanship—these 
shoes are the same. Such statements put a responsi- 
bility upon the stores making such claims. Its new 
shoes must live up to this statement of $12.50 quality 
for $10. 

Remember always, a price reduction which is gained 
by reducing quality is not really a price reduction at 
all and the public reacts in no uncertain way. There 
is no quicker, surer way of destroying confidence in 
business than to make a price reduction which repre- 
sents the giving of less and not of more value. 

Perhaps we are developing many new strata of 
buying power. Perhaps the safety of most merchants 
in future business operation will be a series of prices 
rather than one fixed price level. Shoe values today 
are not sharply separated. In fact, they can vary 
almost from day to day. Any organizations dealing 


Ask Me Another 


—How are we going to get rid of old man 
Pessimism? 


—One of the first things we must do is to 
open up that huge reservoir of buying 
power that is waiting to be tapped. 


—Will that let much money flow into cir- 
culation? 


—Hundreds of millions of dollars are wait- 
ing to get into motion. When this hap- 
pens prosperity will be with us again. 
For nimble dollars always bring pros- 
perity. 


President. 


y xtes 


with single, fixed price levels should begin to do a lot 
of heavy thinking before they make over-night price 
changes. A price change may put a store in a new 
buying territory that the merchant has never explored 
before. 

Have you ever thought that the reduction of price 
may not always be in dollars? There is such a thing 
as a reduction in price through added quality, that is, 
giving more for the money—and still hold to the 
price long established before the consumer. 

The permanent reduction of prices solely to in- 
crease sales is not always a sound business policy. 
We know most men consider that today’s situation is 
an emergency, but in an article such as a shoe, is it 
well to shift all attention to the item of price? 

There are elements in the buying of a shoe, in its 
style, in its materials, in its color, in its fitting—that 
have a value that should be measured by a price 
adequate to cover a profit that will permit that store 
to continue that same quality, material, workmanship 
and service—not only this month but next year. and 
in years to come. 
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It is indeed a problem for the man who faces the 
new year, after eight weeks of clearance sales—as to 
just what he is to do in the obvious clearance period 
of the year, January and February. Can that mer- 
chant go still lower in the hopes of baiting customers 
with a price? Can that merchant step back to his 
former price levels—let the volume of sales come 
where it may—as long as he gets profit per pair? 
Stores that have lived on profit measured in volume, 
have much to think about prior to January and Febru- 
ary selling. Sometimes “chickens come home to 
roost.” 
ah 


To Destroy by Taxation 


HE truth expressed by Alexander Hamilton— 
“The power to tax is the power to destroy”’— 
has been almost forgotten in this modern world. Na- 
tion after nation has had its troubles this past year 
because of tax protest of its people expressed through 
revolution or governmental upset. The world is at 
the point of general tax revolt, because of the burden 
imposed. 
President Hoover was forced this past week to re- 
buke our Congress for the great number of appropri- 
ation bills presented. Congress, under the guise of 















by future orderly taxation. All business is in sym- 
pathy with the reduction of taxation rather than its 
increase. 

“There is a definite ratio between the burden of taxa- 
tion and the tightening up of moneys for industrial 
and economic development. Not only our national 
government tax’ is subject to increase but every State 
in the Union, every city and every county is in line. 
There is even a definite tax to be superimposed upon 
the merchant, if the proposed sales-tax laws in thirty- 
one States are adopted. 

Active consideration is being given to State Sales 

Tax as a device to relieve real estate of a portion of its 
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present tax load. In States where merchants’ 
associations are alert to the danger, committees 
are at work combating sales tax legislation. 

The ease with which the Gasoline Tax was in- 
troduced and adopted has led legislators into 
consideration of Sales Tax Laws. In Washington, 
Michigan, New York and Ohio the associations are 
very live because of proposals in State legislatures 
this winter. 

It is time for all business men, particularly the retail 
merchants, to combat the trend of taxation in this 
country and to kill a very menacing sales tax trend. 

Delay in this matter may prove disastrous. 
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Clearance Sale Time Is Here 


It won’t be long now until you will 
be holding your annual Winter 
Clearance Sale, assuming that you 
are not among the number who ad- 
vanced the date this year. 

Because of business conditions we 
believe that the most successful sales 
this year will be those which are 
staged in a spectacular way, with 
sensational advertising, and with 
store windows and interiors “pepped 
up” with plenty of sale signs and 
banners. This is a year when folks 
are looking for bargains, and the 
sales that put over the bargain idea 
most effectively are the ones that are 
going to be most successful. 

Here are just a few suggestions 
to be considering, as you plan for 
your sale. 

One store in a German community 
has had great success with clearance 
sales under the name “Raus Mit 
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You can’t miss an ad like this, no mat- 
ter what else is on the page. The black 
triangle can hold its own with any other 
combination of type or cuts. Psycholo- 
gists would tell us the secret of the 
effectiveness of an ad of this sort is in 
the sharply defined black triangle with 
its variance from the vertical and hori- 
zontal lines common to the printed page 





Em!”, which every German knows 
means “out they go.” This evpres- 
sion is generaffy enough known that 
it might be successfully used by most 
any merchant in any community. 

If stock conditions are such that 
drastic action is necessary at clear- 
ance time a 50% OFF SALE, or 
whatever discount seems necessary, 
will get action. In such a sale no 
prices are marked down. Shoes are 
put out on tables and all are marked 
at original prices, and customers fig- 
ure their own discount. There’s 
something about picking up a puiir 
of $10 shoes and knowing you can 
buy them for $5 that tempts folks 
to buy. 

Then there’s the CLEAN SWEEP 
SALE which lends itself to sensa- 
tional advertising and special stunts, 
such as offering a good house broom 
for 10c. with every purchase of a 
pair of sale shoes. 

And there’s the Ic. sale idea, which 
has been very successfully used for 
shoe clearances, by offering a second 
pair of shoes for 5c., or some such 
small sum, when the first pair is 
bought at the regular price. If you 
consider this, be sure to make it 
clear two persons can come together 
and buy a pair apiece under this 
plan. 

Or if you don’t want to try any 
special kind of sale, the good old 
fashioned WINTER CLEARANCE 
can be made just as effective if you 
promote it vigorously. There should 
be a flashy circular, distributed 
throughout your town and mailed to 
every family in your trading terri- 
tory. There should be flashy win- 
dow signs, and plenty of interior 
signs and pennants to create sale 
atmosphere. 

Whatever you do, do it thorough- 
ly! Plan all the details in advance, 
follow through on every one and 
your sale will be a success. And 
plan NOW, not two or three days 
before you begin your sale! 

Remember that the success of 
every retail event depends in a vital 
measure upon the preparation. 








A Coupon Idea 
That Gets Results 


Here’s an idea that has been used 
over a period of a year by a progres- 
sive shoe retailer in the middle west. 
It keeps his mailing list alive and up 
to date, and it gets results for him 
from every mailing he sends out. 
It will do as much for you. And it 
will be particularly effective now, 
when depression has flattened family 
pocketbooks and made folks keen to 
get a bargain whenever they can. 

In every mailing that this store 
sends out, whether it be a letter, a 
folder or a sale circular, a coupon is 
inclosed. On this coupon is a spe- 
cial offer. One month it may be two 
pairs of $1 hose for $1.29, the next 
month something different. But the 


. price is always just about cost for 


the purpose of these coupons is not 
to make a profit. 

The coupon has a space for the 
name and address of the customer, 
and must be presented, properly filled 
out, in order to get the special bar- 
gain. In addition, the coupon also 
bears this line, “IF YOU CANNOT 
USE THIS COUPON, PASS IT 
ON TO A FRIEND.” 

Since this store uses its mailing list 
once a month it has a coupon offer 
in force monthly, and the coupons 
that are brought in enable the store 
to keep a close check upon its list 
and keep it up to date. In addition 
to the old names, the store finds new 
ones constantly coming in on its 
coupons, apparently because the cou- 
pons have been passed along by those 
who could not use them. 

But the most valuable feature of 
this idea is not that it keeps the 
mailing list alive and up to date, but 
that it brings many, many people into 
the store every month who would 
not otherwise come in! A certain 
percentage of those people are bound 
to make other purchases while in the 
store. That’s worth something. And 
all those people having once been in 
the store and having a kindly feeling 
toward the store because of the bar- 
gain they have received, are going 
to favor that same store when they 
are in need of footwear. 
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--IDEAS Worth Using 





Sales and Make Advertising More Productive 





Here is a Timely Letter 


Here’s a letter suggestion that’s 
good any time now. And it will get 
attention. You'll need a special let- 
terhead, printed on the brightest blue 
paper your printer can secure. You'll 
see why as you read the letter. 


Dear Madam: 

This is a BLUE letter! But don’t 
get us wrong—we are not blue! No, 
ma’am ! 

Business is good with us because the 
word seems to have been spread around 
quite generally that PRICES ARE 
LOWER HERE! 

If $8 is your shoe price, you’re going 
to be pleasantly surprised to see how 
much more $8 will buy here. And if 
you’re trying to make your dollars go 
farther these days, you'll certainly be 
happy to find you can have $8 quality 
and pay considerably less for it! 

Yes, prices really are lower here, and 
we hope you'll make us prove it. 

Very truly yours, 
YOUR NAME. 

P.S.—The man of the house will prob- 
ably be glad to know that the above 
goes for him too! 


This letter is short enough that it 
is pretty sure to be read through, 
and if a reprint of one of your cur- 
rent ads featuring a good value ac- 
companies it the results will be bet- 
ter. People are looking for lower 
prices today, and the store that cre- 
ates the impression that they are 
catering to that demand will get 
business. 


A Charity Stunt 


With so many men out of work 
and in need of clothing, an Iowa 
store advertises, “If you have a pair 
of shoes that some needy man or 
woman can wear, bring them in and 
we'll see that some worthy charity 
gets them. For every pair that is 
brought to us we'll donate a pair out 
of stock. If you have a pair of shoes 
that could be repaired and worn, 
bring them along. We'll fix ’em.” 

This offering to match each dona- 
tion with a pair from stock promises 
to be costly, but perhaps the store 
has some old stock they plan to do- 
nate. Any store could use a varia- 
tion of this offer. 
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Smart Selling Ideas 














A brightly lighted floor case in which 
are displayed several pairs of party 
slippers will make many sales during 
the winter party months. 

A little coupon wrapped with each 
hosiery purchase reading “These hose 
are our ‘No. 999, color star dust. You 
can always find them here. If it’s not 
convenient to come downtown, just 
phone CENtral 0550 and we'll deliver 
promptly,” will help build up your 
hosiery sales. The salesgirl can fill 
in the number and color in a moment 
before putting the coupon in the pack- 
age. 

Between Christmas and New Years 
a display of smart styles with a card 
reading “Spend your Christmas suoney 
for a smart pair of shoes” will be time- 
ly and will register with many window 
shoppers who received money for 
Christmas. 

Do you put your shoes out on tables 
at clearance time? Then you know 
what a tremendous job it is to get them 
sorted out after they have been pawed 
over and tossed about by the crowds 
all day long. Some stores have made 
the job easy by putting a little colored 
tag on each shoe, using different col- 
ors for the different sizes. That makes 
it easy to sort out the sizes and then 
pairs can easily be matched. 

Are your findings well displayed? 
Many stores find they sell better if 
displayed alongside the hosiery. 


Banks Help Sell 
Children’s Shoes 


Recently we heard of a clever 
scheme for selling children’s shoes, 
used by an Iowa store. Whenever 
this store sells a pair of children’s 
shoes the child is presented with a 
toy bank. The bank can only be 
unlocked by a key retained by the 
store. 

When the bank is presented the 
merchant drops in a dime telling the 
youngster that’s a start toward his 
next pair of shoes. Here’s an idea 
that appeals to parents, especially. 
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| CHAS:A:STEVENS & BROS 


The smart shoe hurt... 


f 
{ 


The corrective shoe 
was ugly... 


. » but the 


STEVENS FOOTSAVER 


was smnart and comfortable! 


So she succumbed to the “Adrian” 
@ sketched ... with its buckled two- 
strap, the last word in chic. 


@ Moised on its Cuban heel, she felt like 
flying...and wonder of wonders, it 
-made her ankles look beautifully slender. 


Black or Brown Suede. $ 
Black or Brown Kid. 13.50 
Come in and see our Fall showing of 
Stevens Footsavers. . . it’s the most 
complete one we ve had! 
SHOQES—FIRST FLOOR—\WABASH, 
Sat A ne ow kp per Boudoir on the 


Balcony of the Wabash Avenue Shoe Section 
Store Hours 9:30 A. M. to 6:00 P. M. 


Here’s a rather clever little advertise- 
ment of present day corrective footwear, 
made so by the two little cartoons, with 
their captions, “The smart shoe hurt” 
and “The corrective shoe was ugly,’ 
which leads naturally to the argument 

. but the STEVENS FOOT- 
SAVER was smart and comfortable.” 
The cartoon idea is being extensively 
used in retail advertising these days, 
and effectively too because it always 

gets attention 


Check Your Results 


If you're in a town with two or 
three newspapers do you know 
which give you the best returns for 
your advertising dollars? It is a 
good idea to make a test of this oc- 
casionally, by running the same ad 
in all papers, offering some special 
value provided the ad is brought to 
the store. Or you can run a coupon 
in the ad to be clipped and brought 
in. 
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Practical Hints on Shoe 


Fitting and Selling 


By HUGH THOMPSON 


Twelfth of a series of articles about feet and footwear from the standpoint of foot health 


i n closing this series of 
articles I want to repeat what I said at the beginning, 
that it has been my purpose to treat the subject solely 
from the standpoint of the mechanics of the feet 
and legs. 

There has been a flood of literature about foot 
correction in the past few years, much of which leads 
me to wonder whether the writers have ever looked 
with even casual interest at their own feet and legs. 
For that reason I have asked that you check up every 
statement made by observation and experiment. If I 
have succeeded in stimulating you to think about these 
things and to make these experiments, I have accom- 
plished all that I have set out to do. 

If you rightly understand the action of your own 
feet and legs, then you understand the action of all 
feet and legs, for, although there are long legs and 
short legs and fat legs and lean legs, wide feet and 
narrow feet, the fact remains that, mechanically, every 
pair of human legs and feet on earth are exactly 
alike. 

They all have the same bones, muscles, tendons, 
ligaments, blood vessels and nerves. They all have the 
same duties to perform. 

There are a number of things that may happen to 
the feet that I have not mentioned because they belong 
more properly in the field of orthopedic surgery, as, 
for instance, hammer toes and hollow foot. Both of 
these ailments are directly traceable to the weaken- 
ing of the muscles of the calf that support the inner 
arch. Hammer toes are the result of advanced flat 
foot and hollow foot is an 
inverted form of flat foot. 
If the feet are fitted prop- 
erly in the right kind of 
shoes these things will not 
happen. If they have hap- 
pened it seems to me that 
they are outside the prov- 
ince of the shoe store. 

Now, if you have been 
sufficiently interested to go 
along with me in this study 
of the feet and legs, how 
are you to apply this knowl- 


Oct. 
Oct. 


Dec. 


WHAT HAS GONE BEFORE 


Sept. 13th, page 44—$10,000 for a Pair of Shoes. 
Sept. 20th, page 25—A Marvelous Mechanism. 
Sept. 27th, page 48—How Feet and Legs Function. 
4th, page 32—Functions of the Joints. 
18th, page 28—How Foot Troubles Start. 
Nov. Ist, page 47—How Flat Foot Happens. 
Nov. 8th, page 32—What Follows Flat Foot. 
Nov. 15th, page 32—Modern Life and Flat Foot. 
Nov. 22nd, page 277—Flat Foot and Shoes. 

Nov. 29th, page 29—Foot Health and Style. 
13th, page 48—Why Fitting Is Paramount. 


edge in the everyday work of fitting shoes? If you 
set out to give a lecture on the functions of the legs 
and feet to every customer you have you are going 
to be out of a job in a very short while. But if you 
set about fitting your customers with an intelligent 
idea of what you are doing, whether you are fitting a 
comfort shoe or a high style shoe you are going to 
give that customer better service. And do not make 
any mistake about it, if you are serving your cus- 
tomers more intelligently, the customers are going to 
find it out very quickly. I am going to give you a 
few suggestions as to how you can use this knowledge 
and you can readily add to them from your own 
experience. 


ls you are fitting style 
shoes with narrow toes and very high heels, know- 
ing how the weight is thrown forward onto the toes 
and how the base is narrowed on the high heels, 
perhaps you can suggest that a lower heel will keep 
its shape longer and give more comfort, particularly 
if your customer is overweight. 

If you have a chance to influence your customer in 
the choice between two different types of shoes, quietly 
throw that influence to the shoe best suited to the 
needs of the foot. 

If your customer insists on shoes too short, you 
know that short shoes may lead to fallen arch. If 
you point out this danger tactfully, it will help you to 
sell shoes long enough. If you sell shoes too short 
they will go out of shape 
and probably be uncomfort- 
able and you get the blame. 

To the man who says he 
“just wants a pair of shoes 
to work in,” point out that 
his working hours probably 
put the greatest strain on 
his feet. That he will be 
less tired if his shoes are 
right, and try to show him 
that his working shoes 
ought to be as right as pos- 

[TURN TO PAGE 60, PLEASE] 
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Success! : 


HERE 1S THE WAY TO MEET THIS NEW 


PRICE TREND * People are demanding lower prices for shoes. They 
read the papers! They know something has happened. Maybe they paid 
$10.00, now they pay $8.00. If it was $5.00, it’s $4.00 now. ad They want lower 
prices, yes—but they also want the same style, fit, finish and quality of material 
that was acceptable at higher prices. They are in no mood to accept old stuff, 
or new stuff of poor quality. ~ Recognizing the MOOD of the public, 
Brown Shoe Company has thrown its vast factory and executive resources 
into the production of new lines of shoes to fit the prevailing mood and 
need. All smart new patterns, with style, fit, finish and quality materials. 


Priced so you can get your regular mark-up, yet give tremendous values. 





The 
Brownbilt 


Budget Shoe a 
for Men == met 
| DWeows Gano]s Gowngesay, 


* 


This is the first of a 
sotan gs aoventenomnges t0 A demonstration of shoe value heretofore confined to higher priced merchan- 
retailers, telling of NEW 


oe ey dise. » Fits the Family Budget. ~ A price that meets the purse and the 
planned to meet the pres- 


ent situation in the shoe . . 
caine (the dadheane eal mood. » New, correct lasts, patterns and designs. w 100% solid leather 


3 h k be- n * _ > 
ssedian ‘teks oll> Moms construction. «~ Combination lasts. ~ Close fit around the ankles. 
Shoe salesmen can show 


all the lines right now. ~» Comfortable, snug heels. ~ All genuine Goodyear welt construc- 


tion. «~ Good leather and cloth linings. ~~» In stock for instant shipment. 
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Keep Stocks in Motion 


Success of Neighborhood Store Depends on Careful 
Buying and Aggressive Selling, Says Washington Shoe Merchant 


By FRED E. KUNKEL 


Thirty-two years in the shoe 
business and still going strong is the enviable reputation 
built up by I. S. Miller, and continued by his son, R. N. 
Miller, who operates the Miller Shoe Store on Eighteenth 
Street near Columbia Road in the City of Washington. 
Building up a neighborhood shoe business is no lead pipe 
cinch, however, according to Mr. Miller, for he is con- 
stantly competing with the downtown stores and the 
chains, and he must keep wide awake and on his toes 
if he wishes to succeed. : 

Mr. Miller has developed certain philosophies in his 
business which may be said to be the cardinal prin- 
ciples which have measured his success. In the first 
place, his stock is well selected, staple merchandise on 
which he carefully watches his turnover and the store 
is small enough, yet big enough, so that he can watch 


every angle himself. Among other things, the manage- 
ment realizes that goods well bought is goods half sold, 
and this is an anxiom religiously adhered to. It is trite 
but it really has a pregnant meaning, not apparent on its 
face, and which becomes clearer the more one thinks 
about it. Watch your overhead expenses is another 
cardinal thought in successful neighborhood shoe mer- 
chandising, which embraces many things, and among 
them the idea of owning your own home so that rents 
will not rise as the neighborhood booms, and which 
deprives you of a choice location. 

Turnover is studied face to face from day to day, 
and Mr. Miller is a careful buyer. “One way of suc- 
cessfully merchandising a neighborhood store is to carry 
a small stock for the masses, not for the classes, and ac- 
cording to individual taste, trying to do the most busi- 








to retail at ¢ 


SMART new number with 
upper of black Glenmore 
side, smartly pinked and per- 
forated. Composition sole 
and rubber heel. Sizes 5 to 
11 in C width, $2.15. 
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ness on the smallest possible stock,” says R. N. Miller. 
“A neighborhood store must, however, anticipate its 
bills and take the discount, because parcel post eats up 
your profits unless you take your discount, which pays 
the parcel post on small orders. We buy often to re- 
plenish our stock and get turnover. We just buy what 
we need, one or two pairs at a time, just to keep the 
stock filled up, and then we discount our bills promptly. 
Even if it is only 2 per cent ten days, it is equivalent 
to 72 per cent a year if you take it. 


“The neighborhood shoe store 
that caters to women’s novelties will soon fall into the 
pit of failure, because.no neighborhood store can get 
enough turnover on them to offset the value of stuff 
unsold on the shelves. 

We never sell novelty shoes. We cater to standard 
shoes only for men, women and children. We never 
buy extreme styles. While we sell kid pumps twelve 
months in the year, suedes wouldn’t do at all. You can 
always get a turnover on staples because you have a 
whole year in which to sell them. The men’s line is the 
cleanest of all, but there is not enough of it. 

“We don’t cater to the classes but to the masses, and 
we sell what everybody wants. We simply won’t buy 
extra fancies for the college fellows or the extra com- 
fort shoes for men that won’t turn over every few 


months. We try to buy men’s shoes that we can sell 
to everybody all the year ’round. Take women’s com- 
fort shoes—we have one number that seems to please 
the most, and when you can please seven-tenths or nine- 
tenths of your customers, you are doing very well. 

“We cater to standard trade and have seldom two 
pair left of dead stock. We only try to sell twelve 
months in the year stock. The important part is buying 
—buy small. You cannot buy in case lots and get away 
with it. You cannot anticipate future business and buy 
in dozen lots. You cannot have goods made up for you 
because you cannot foresee the demand in a neighborhood 
store like a factory foresees in a city or a nation, because 
very often a style going over big in another section 
won’t sell in a merchant’s particular neighborhood, who 
may not have any demand for that particular type, or 
novelty, or whatever it is. So we generally wait until 
we know what people are wearing or what they come 
in for. We follow what our trade wants. 

“You have got to watch your dead stock. We work 
on it all the time. The minute we see a shoe is not mov- 
ing, we put it in a p.m. section and work it out. We 
have found out not to cater to small feet and have dis- 
continued buying shoes below 4%. We let the other 
fellow cater to small feet, because the majority of dead 
stock in shoe stores are on sizes below size 4 and 4%. If 
we get a girl that wants 414 and wants it right away, 
we will lose the sale on it. If she can wait we order it 
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OFTEN seen but never 


heard—i.e., it isn’t loud. A 


shoe for more conservative 

gentlemen. Good every day 

in the year. Made of black kid 

with a stylish perforated tip. 

C & D widths, sizes 5 to 11, 
"$2.25. 
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Manufacturers, St. Louis 
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for her. We buy our shoes 5 to 8 As and 4% to 8 
Cs. We do not buy Ds and no double As, and yet we 
can fit 90 per cent of the trade that comes in our 
store. 

Generally people that wear these type As have been 
buying expensive shoes so long that it is impossible to 
convince them that they can get just as good a shoe at 
$5, and they don’t want it. Some women who wear 
real long narrow shoes, have generally been buying an 
expensive shoe and when the merchant sells them, who 
stocks shoes of triple A’s and quadruple A’s, it is im- 
possible to convince the woman having that sort of 
foot, that she can wear a $5 or $6 shoe, and to stock the 
number of styles in the 9 narrow widths is simply to 
stock shoes that will move very slowly and on which the 
profit disappears the longer they stay on the shelves. 
An analagous case is a woman under size 4s and 4%. 

Those women generally are of very small stature who 
want high heels and some particular style, and to cater 
to her or to a woman who wears an extremely narrow 
shoe, is catering to a trade that is so hard to please it is 
impossible to sell enough of them to justify the invest- 
ment. We cater to the masses and we don’t want the 
others. 


dd 
W ten we opened up we 
bought them from 2% up to 8 on Cs, from 4% to 8 on 
As, and from 4 to 8 on Bs. After two years of business 


in this new store, we find our dead stock solely composed 
of small sizes of As and Bs and Cs from 2% to 4. 

“We give service and fit. We generally carry stand- 
ard makes and the factory stands behind them. When 
a customer complains about the wear of a shoe, we take 
no chances but send them back to the factory. 

“We never have an argument here. If a customer 
won't buy when she is in here, she always goes out 
with a smile on her face. There is no high pressure 
salesmanship around here at all. If we have the size 
we fit them and tell them so. If it is a child’s shoe, the 
mother never even feels it. She asks me if it is all 
right and fits, and takes my word for it. I generally 
try to work on the trade’s confidence. We have had 
the same trade that bought here for the last ten years, 
even though much of the trade is transient too. They 
come and go in this neighborhood. We keep our trade 
by giving them good service. We won’t argue with any 
customers—they are always right. 

“We cater to children and really fit them properly. 
We only carry the best in children’s shoes. We do not 
have inexpensive children’s shoes, because they must 
wear-—that is what brings them back. We buy the very 
best that we can get, but give them shoes that have won- 
derful sales points for children. We don’t want trade 
that is not willing to pay the price for the best. We 
don’t cater to the cheaper trade on cheaper shoes. We 
don’t want to sell $3 shoes. 
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WHEN you call the roll be 
sure this customer-maker is 
present. The upper of black 
Glenmore side takes a high 
gloss. The embossed quarter 
gives it pep. C & D widths, 
sizes 5 to 11, $2.95. 
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Manufacturers, St. Louis 
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~ Where the Family Store Fits 


Its Opportunity in the Present Scheme of Merchandising 
and What It Must Do To Win Success 


a an article published 
some weeks ago in the RecorpEer (*) I discussed some 
of the problems that confront the shoe store of today, 
particularly the socalled family shoe store operating in 
the smaller community. I do not expect to say the last 
word about these problems and I really have nothing 
new to offer as a remedy, but perhaps it is a good thing 
to drag these things out into the open and look them 
over. Perhaps we will find that the dreadful lions in 
the way are really no more than inoffensive tomcats. 
First, let us consider the chain store. And in the be- 
ginning it is just as well to recognize that the chain store 


*Keeping Up with Broadway, Oct. 18, 1930, page 74 


By H. T. DOUGHERTY 


is here to stay. There are going to be more of them. 
Before the chain store there was the mail order business. 
It came right into your communities and each year, for 
shoes alone, it took millions and millions of dollars. 
And, remember, those dollars went out of your town 
and STAYED OUT. About the only thing it helped 
in your town was the post office and possibly the express 


company. 

And it was not only shoe dollars but millions for 
every kind of merchandise, all of which went away never 
to return. The chain store must leave a considerable 
part of every dollar it receives in your town. Pur- 
chase money for new merchandise goes out of town 
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just as yours does, but rent, light, help and in fact all 
expense dollars must remain. Now taking all chain 
stores into account not merely shoes, is it not true to 
some extent at least, that the chain store is your old 
enemy, the mail order house, in a new suit? And, 
wouldn’t you rather have your enemy out in the open 
where you can watch him? And if you watch him per- 
haps you will find that he is not so much an enemy at 
all. 

The better chain stores can teach you a number of 
things. They will bring you very accurate style in- 
formation, while it is hot. They give you an incentive 
to keep your displays up-to-date and attractive. They 
wil’ teach you the lesson of concentrating your fire. 
They fill a definite place, but it is not your place. They 
stimulate buying by constantly exploiting new things. 
You need not always follow suit, but if they are making 
the people of your town more shoe conscious it is going 
to help you. 


Now let us consider the lure 
of the big city. Yes, improved roads and the automo- 
bile do make it possible for your customers to spend a 
day in the big city up to 100 miles away, do some shop- 
ping and get back the same day, but they also make it 
possible for every farmer and every inhabitant of every 
littie hamlet for miles around your town to do the same 
thing. In consequence the farmer and his family are 


more clothes conscious and more up to date in every 
way. 

The farmer and his wife and his children want more 
stylish things and they want them oftener. I wonder if 
that is not a considerable part of the farm problem we 
are hearing so much about? The farmer and his family 
are better posted, they are more in touch with the out- 
side world, they want more things and they want prettier 
things, hence they want a larger money return than they 
used to. And they ought to have it. 

And isn’t your city or town more attractive than it 
used to be? Are not the streets better paved and 
lighted? Isn’t there much more in the way of amuse- 
ment? Just take stock of all your own town has to offer 
as a shopping center and you will probably find that you 
are relatively better off than you were before the auto- 
mobile and the good roads came. 

The rapidly changing styles may also be a blessing in 
disguise. When shoes were staple there was too great 
temptation to carry broken lines indefinitely and to take 
them into inventory at original cost with the result that 
the figures showed a profit but there was no more money 
in the.bank. Style shoes practically compel a periodic 
clean up and with reasonably intelligent management 
whatever of profit there is will be in dollars instead of 
obsolete shoes. 

By way of illustration, I want to picture two stores 
and then draw some conclusions. 





o_O 


business CAN be had 


to retail 
at ¢ 3 5 0 


ANOTHER black kid that 
is good here, there and every- 
where. The roomy tip is high 
corded. The sleek lines make 
ita good bet. In C width only, 
sizes 5 to 11, $2.25. 


The same with upper of 
beautiful smooth, mellow 


Glenmore side; also $2.25. 
Draw Suse Googe, 


Manufacturers, St. Louis 
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BUSINESS CAN BE HAD 





One of these stores is in a little industrial town of 
about 5000 people. It is only 14 miles from a city of 
about 100,000. There is a fine concrete road connecting 
the two. Two brothers have operated a shoe store there 
for 35 years. During that time, by reason of industrial 
changes, the little town has twice been on the rocks. 
One of the brothers said to me, “We didn’t have any 
money when we started and we haven’t any today, but 
both of us have married and raised a family. We own 
our homes and our children have gone to college.” 

They carry one grade of shoes for boys and girls, two 
price grades each for men and women and every pair of 
shoes in their store is bought from in-stock lines. 

The other is in a city of about 35,000 or 40,000, and 
eighty miles from a city of over a million. The store is 
on the main street and has been in the same location for 
Any policeman, cab driver or newsboy 
can tell you where it is. The little city is up-to-date, 
well lighted and paved. It has a pretty good hotel and 
is well supplied with varied industries. It is surrounded 
by small villages and hamlets, each with a factory or two 
of some kind. The countryside consists mostly of pros- 
perous looking dairy farms. 

The proprietor said to me: “This store used to do 
a nice business and make money, but look at it today, 
four chain stores on this block and more around the 
Nearly everybody has a car and half of them 
; it’s only eighty miles away. 


over 40 years. 


corner. 
do their shopping in 


With styles changing every month and the chain stores 
and all, there is no money in the business any more.” 

How was he meeting the situation? His windows were 
about the same as they must have been twenty years ago. 
He was covering a price range in women’s shoes from 
$6 to $15. He had three different brands of corrective 
footwear, yet while I was there a woman came in for a 
comfortable pair of shoes and he could not fit her. He 
had men’s shoes from $ up to a nationally known high: 
grade retailing at $15, also some imported ones. In 
short he was trying to cover the whole shoe field in a 
store about 20 x 120 feet. In a little more than onc 
hour, two women and one man walked out because the; 
could not be fitted. 

I did intend to draw some conclusion from these two 
stores but they tell their own story so well that I think 
I will just let it go at that. 

I believe that the family shoe store has a definit: 
place of its own because a goodly number of our familie: 
would rather shop together than separately. Because 
it has the advantage of home ownership. Because its 
owner and his wife and children are a part of the com 
munity. Because of the growing community spirit fos 
tered by the Chambers of Commerce, the Rotary, the 
Kiwanis and other civic organizations. Because of th: 
ease with which it can draw from a greatly increased 
area. Because the public is disposed to pay for specia! 
individual service today as never before. 





N 


ix I 


t in your mind ~ ~ ~ 


business CAN be had 


“4 


to retail 
at ¢ 3 5 0 


NO argument here. This is 
sure to be an easy, steady 
seller. Mellow, black Glen- 
more side upper, deeply em- 
bossed quarter, perforated 
wave tip. In C & D widths, 
sizes 5 to 11, $2.25. 

Traine Sa0e Gorge, 


Manufacturers, St. Louis 
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In-Stock Serves the Need 


We are coming to the close 
of a year that by common consent must be counted 
a most difficult and perplexing year, not only for the 
shoe business but for all business. We are approach- 
ing a year which we confidently expect will bring us 
the solution of many of the problems that have con- 
fronted us. We have every right and reason to look 
for better conditions in 1931. But no sane or thought- 
ful merchant has any right or reason to expect that 
his problems will miraculously vanish the moment he 
tosses the 1930 calendar into the waste basket. . 

The coming year, like the one that is drawing to a 
close, will challenge the brains and the abilities of 
every man engaged in the manufacturing or distribu- 
tion of merchandise. The fact that a man is engaged 
in manufacturing or retailing today is in itself no 
small tribute to his business sagacity. It is proof 
positive that he has been able to survive when others, 
less strongly endowed with the qualities requisite for 
success, were forced to admit failure. There should 
be tremendous inspiration and encouragement in the 
realization of that fact as we stand at the threshold of 
a future whose problems and possibilities no one of 
us can predict. 

For it isn’t possible at this moment to prognosticate 
or prophesy with any degree of certainty just what 
kind of conditions we shall encounter in 1931. Be- 
cause of that uncertainty, it is possible, however, to be 
very certain about one thing. Business men in 1931 
will be exceedingly cautious and circumspect in their 
commitments. Merchants will watch their buying 
more carefully than they have ever watched it before. 
There will be no departure from the principle of fre- 
quent orders for merchandise in immediate demand 
rather than blanket commitments for a season’s re- 
quirements in advance. 

The practice of buying close to actual needs has 
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been one of the outstanding developments in post-war 
merchandising. A number of factors have con- 
tributed to encourage it. Changing styles in shoes 
make it essential for merchants to keep stocks fresh 
and clean. Competition has compelled them to budget 
their business, control their stocks and plan their 
buying to fit the budget. The productive efficiency 
of manufacturers and improved facilities for quick 
transportation have made it possible to operate retail 
stores on the principle of “hand-to-mouth” buying. 
This principle has been carried to an extreme, per- 
haps, in 1930. 


Au of the available evidence 
leads to the conclusion that retail stocks of footwear 
have, in the past year, been drastically reduced. With 
the beginning of a new season but a few weeks dis- 
tant, merchants who expect to satisfy the require- 
ments of their trade must now place orders for a 
reasonable percentage of their spring shoes in ad- 
vance. They will buy more carefully and cautiously 
than they have bought in other years, and having 
done so they will be required to fill in and add to 
their stocks more frequently as the season’s selling 
gets under way. 

And so it is safe to assume that buying from in- 
stock departments and progressive wholesale distribu- 
tors will be an extremely important factor in the shoe 
business of 1931. It has been the salvation of many 
a store in 1930, and it will be a foundation stone in 
the policy of most of the smaller stores, at least, in 
1931. Retailers and manufacturers will do well to 
consider the significance and the importance of the 
in-stock method of merchandising in a period ik@ 
this. Under prevailing conditions it is mutually ad- 
vantageous to all who are engaged in the manufac- 
turing and distributing of shoes. 








GOODYEAR WELTS & MCKAYS 


TO RETAIL AT 


$1.95 °2.95 $3.95 











THE EBY PRODUCT 
BRINGS YOU 
REAL VALUES -- ATTRACTIVE STYLES 










Eby quality brings repeat sales and allows 
a profitable mark up. Factory and labor 
conditions are ideal for low production costs 
making possible Eby values at a price much 
lower than their quality indicates. 


The New Models are being presented by 
our Sales staff and are the most convincing 
proof we can offer of Eby excellence in juve- 
nile shoe manufacture. 


Complete line on display N.S.R.A. Style 
Show—Detroit-Leland Hotel—Suite 739-40- 
41. Also Boston Style Show—Statler Build- 
ing—Room 515. May we be afforded the 
opportunity of showing them to you. 

















No. 984A No. 976A 
Camel Elk Sport 










Patent Chrome ,One 
Strap, Center Buckle, A Oxford. Brown Calf 
Black and White <n he me 

Lizard Strap and ip, Apron and Fox- 
nnn ing, Natural Krinkle 


Vamp Collar, Silk 
French Cord. Close Sole, 10/8 Spectator 


pe ag Pgs Sport Heel, Krinkle 
sooayear elt, ° 
Black Covered Wood Lift, Goodyear Welt, 
Heel, No. 143 Last, No. 143 Last, AA to 
AA to D. ‘  D. 



























EBY SHOE CO: INC 


EPH RATA, 
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Group Totals 
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Fig. 1. This Stock Card 
shows the monthly receipts, 
sales, stock on hand, cost and 

selling price of each line. 
Fig. 2. A monthly count of 
stock is taken on these cards. 
Fig. 3. On this Group Total 
Card appear condensed fig- 
ures from the Stock Cards. 
Note the complete analysis 

of each price line. 


Your Business at a Glance 


Fundamental Store Records Can Be Carried in One Hand 
By MURRAY C. FRENCH 


The system of keeping stock 
records used by the Guarantee Shoe Company of El 
Paso, Tex., is extremely simple yet very effective. 

“Our card system is not designed to show up any 
leakage,” says W. A. Kranzthor. “Its whole purpose 
is to give the owner, and especially the buyer, vital 
statistics that will assist him in buying and merchan- 
dising.” 

Each style has a four by six inch Stock Card (Fig. 
1). On it there are three spaces provided for stock 
numbers so if there is a change in the stock number 
it can be made on the card. 

When merchandise is received, the number of pairs 
is entered in the proper month’s space. The cost and 
selling price go in their respective columns. Occa- 
sionally a style is sized up later from a different 
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manufacturer, and this fact is noted in the proper 
column. 

At the end of each month the salesmen count the 
entire stock, using slips shown in Fig. 2. From these 
slips the pairs on hand are entered on the stock cards. 
Then by subtracting the pairs on hand from the 
previous month’s stock plus the receipts, the sales for 
the month are found. 

Thus the managers know the stock on hand and 
the monthly sales for each style without going to the 
infinite detail of entering every pair sold and every 
pair returned from hundreds of sales slips daily. 

The results, they find, are sufficiently accurate for 
all purposes. There are also other small details neces- 
sary to keeping the system right, such as noting shoes 

[TURN TO PAGE 54, PLEASE] 





Didsenad Stocks Produce Profit 


Departmentization, Plus a Perpetual Inventory, Speeds 
Up Turnover and Reduces Top Heavy Stocks 


By H. W. FOX 


lt really is a tragedy to 
hear of these big stocks that are still permitted to 
exist by shoe store owners, who either do not keep 
books or else do not know the plain story their books 
are telling. Stories of stocks which inventory at an 
alleged cost within 10 per cent to 20 per cent of the 
annual sales at retail are too common to be healthy 
for the industry as a whole. 

Three years ago we started reducing our stock to 
where it would ensure a 
three to four times turn- 
over. Departmentizing 
a stock, together with a 


perpetual inventory, sim- merchant’s calendar. 


A‘ the beginning of a new year, inventory looms 
up as a subject of vital importance on the 
In the shoe business, how- 


where we are going and how we are to get there. 

Any shoe merchant can operate his stock on a three 
to four times turnover without getting the goods on 
the shelves down to the thin danger point, if he will 
only find out a few of the main factors. The first is 
to determine what lines are selling, what are most 
profitable and why. That takes a little research and 
some thinking. Even to those unaccustomed to this 
mental strain, it will be at least worth a try. 

Hurrah sales are not 
essential ; in fact that are 
a detriment, so forget 
the red ink banners and 
the “Half Price” ads. 


ply forces a shoe mer- 
chant to weigh each 
number in an endeavor 
to determine definitely 
the genuine value of that 
jine to the store. It is 
the weighing of line by 
line and pair by pair 
that brings to light the 
shoes which serve to 
weigh down our stocks 
unnecessarily. This sur- 


ever, inventory means more than just a periodic 
stock-taking. The well managed shoe store pro- 
prietor or manager conducts a perpetual inventory 
and knows at all times the condition of his stock. 

Mr. Fox, who contributes this article, conducts 
a shoe store in Waterloo, lowa. He writes from 
actual experience, telling how an unwieldy stock 
was reduced and brought under control, with con- 
sequent increase of turnover and profit. 

If you are not already operating your business on 
a departmentized basis, with a systematic budget 
and stock contro! system, the introduction of 
methods similar to those described by this merchant 
will probably prove the most constructive reform 
that you can adopt at the beginning of 1931. 


Clean house by getting 
rid of the odd lots in 
some ethical manner. 
Perhaps the toughest 
point that many of these. 
fellows will have to learn 
is that a considerable 
stock of their shoes, reg- 
ularly inventoried at bill 
cost, would not be taken 
out of their store as a 
gift by charitable or- 


veying process cannot be 

done just at the end of 

a year or a month. It is the week-by-week and even 
daily sizing up of the condition of the stock on the 
shelves that counts. 

The old saying that “a watched pot never boils” 
does not apply to a watched shoe stock. Three years 
ago, we had 42 creditors; now we have eight for the 
entire store. This means only five lines of shoes for 
our men’s, women’s and children’s departments. 
There are just three price lines in both the men’s and 
women’s sections. 

The turnover in 1928 was 3.18, with 1929 going 
quite a bit better. Back in 1927, it was less than 
two times. Three years ago, the lost sales were near- 
ly twice as many as they are today. The reason for 
this is that we now have a well balanced, well-sized 
stock. With the situation mapped out in advance, it 
is pretty hard to go wrong, for we know exactly 


ganizations. 

A composite size sheet 
of the active shoes, and one representing all the “bugs 
and bats” will tell a pretty interesting story on why 
so many odd lots are still on the shelves. This com- 
parison will also serve as an excellent buying guide. 

The modernizing of the store’s interior and 
windows, together with burning plenty of lights at 
all hours, will have a tendency to wake things up 
while the stock reorganization process is going on. 
Then the value of these accessories to live business 
will be so apparent that they will become a fixture. 

As a start toward surveying the stock, it might be 
well to list each line on a filing card, then to cross off 
the sizes as sold. This daily checking should be done 
by the boss himself for the first six months. After 
he has thumbed the cards for that period, it will dawn 
on him that the proportion of bad end sizes is due 
to his inefficiency as a buyer. 
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you will profit 
by handling 


Stoll ey 


Double Duty Arch 


Shoes 


To Retail $9.00 to $10.00 
IN MEN’S SHOES 


we do everything Newark does for less money 


HOLLAND DOUBLE DUTY ARCH SHOE is being worn, year 
in and year out, by tens of thousands of men who formerly paid 
$4 to $7 for their shoes. This because it has put youth in their 
feet—given them a new realization of foot comfort—increased their 
capacity for work and enjoyment—“Morning Pep at 6:00 o'clock 
Dae Ee in the afternoon.” 
Pa combination. AA 8-12: Also the DOUBLE DUTY is worn by many thousands of men who 
DD33—Same in Brown Calf. formerly paid up to $25 for bench made shoes or had them made to 
order. To them it brings the style that they want. Being resilient to 
the foot, the pain of “breaking in” is avoided. HOLLAND’S five major, 
features of modern shoe construction are combined in this shoe alone. 
The big majority of men need this shoe. You can easily prove that to 
them. Your market for HOLLAND DOUBLE DUTY is as big as you 


—_ IN STOCK 


Immediate Delivery 


DD31—Men’'s Black Calf Bal. 108 Arch 
Last. Two width Combination. AA 8-12; 
A,B,C,D 6-14. 


DD25—Men’s Black Calf Bal Oxford. 108 
Arch Last. Two width Combination. 

* 8-12; AA 7%-12; A,B,C,D, 6-14. 
DD26—Same in Brown Calf. 
DD27—Same in Black Kid. 

DD2S—Same in Brown Kid. 


DD36—Men's Brown Waterproof Calf Golf 
Oxford. Steel Caulks, sole and heel. 111 
Last. Two width Combination. A,B,C,D, 
6-12. 


Holland Shoe Company, 
Holland, Michigan 


Please send details of special 


DD35—Men’s Black Kid Blucher. 111 DD34—Men’s Black Kid Blucher Oxford features of Double Duty Arch 


Banker Last. Two width Combination. 111 Banker Last. Two width Combination. 
AA 8-14; A 7-14; B,C,D,E, EE 6-14. AA 8-14; A 7-14; B,C,D,E, EE 6-1 


HOLLAND SHOE COMPANY 
HOLLAND MICHIGAN : salads 
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Plan Your SELLING 


Figure Out Logical Price Lines, Then Buy to Them, 
Is S. W. Higbee’s Merchandising Formula 


AN man coming back to the 
retail shoe business after being out of it for the past 
ten years would need to learn it all over again, de- 
clares S. W. Higbee of Cedar Rapids, Iowa. The 
real pity is that so many men engaged in the retail- 
ing of shoes have not learned or sensed what is hap- 
pening right in their own business. Much that was 
considered good business a decade ago is in the dis- 
card now. A few startling principles enunciated by 
Mr. Higbee are: 

Spending 5 per cent of your time in buying and 
95 per cent in selling. 

Plan selling before you plan buying. 

Chart anticipated sales day by day for each month 
in advance. And make the figures. 

Plan out logical prices lines and buy to them. 

Know costs of operation. 

Get a certain fair percentage of net profit when 
the season is over. 

Plan a few regular spotlight events in which new 
merchandise will be featured. This can be done when 
a stock is hungry and clean. 

Tell the sales force at the beginning of each month 
how many pairs of close-out lines they must sell 
during that period. Do not wait until the end of 
the month to see how many they have sold. This is not 
a case of being tough or 
hard. It is just a case of 
advanced planning. Mr. 
Higbee has, perhaps, one 
of the best paid and most 
loyal sales organizations in 
the country. 

Do not “baby” 
hoping that they will sell. 
They will sell, and quick- 
ly, too, if proper methods 
are used. 

Merchandise so that an 
average net cash profit 
of at least 10 per cent 
may be safely withdrawn 
from the business each 


year. 


Cedar Rapids, lowa. 


as shoes. 


ini merchandising: 


to them. 


R. HIGBEE started as women’s shoe buyer 

in the large Killian department store in 
He had ideas that seemed 
revolutionary until they proved successful. 
he merchandises nine other departments: as well 
Here are some of Higbee’s rules for 


Spend five per cent of your time in buying and 
_ninety-five per cent in selling. 


Plan your selling before you plan your buying. 
Decide the logical retail price lines, then buy 


Know costs of operation and get a fair percen- 
tage of net profit when the season is over. 


Don’t baby lines along, hoping they will sell. 


Concentrate on a. few. price lines. 


Concentrate on few price trends. 

It is possible to make money on men’s and chil- 
dren’s shoes just as well as on women’s. 

A definite deadline is placed on every shoe in the 
house. This determines in advance the length of time 
that it may remain in the store. The control having 
to do with this phase is known as the “Health In- 
ventory.” Each line is kept separate, with a once- 
a-month summary of the movements in each depart- 
ment. This is a great help in mapping out future 
buying plans, as well as enabling one to keep a finger 
on the pulse of the present conditions. 

This “Health Inventory” has had a definite bear- 
ing on 1930 shoe department figures, where a de- 
crease of 10 per cent in inventories, plus a 10 per 
cent increase in sales, has been made. In spite of 
the ta'k about lower prices, the sales of women’s 
$12.50 shoes have been doubled over 1929, while 
a 5 per cent increase in $10.50 shoes was made. Ever 
the men’s department has shown a 17 per cent in- 
crease in volume and a substantial increase in net 
profit for the past year. 

Discussing the same problem of buying in relation 
to sales, another merchant offered these suggestions : 

Determine what is the best price range for his store 
and stick to it, making the price spread as narrow as 
possible. 

Keep a careful record 
of all sizes asked for, 
whether sold or not, and 
then keep purchases rigid- 
ly within that scale. 

Make his account valu- 
able by purchasing from 
the fewest people possible 
for proper assortment. 

Carry as many lines as 
possible that can be sized 
up from stock. 

Keep his windows and 
store trim and neat. 

He should be active in 
all movements for civic 
betterment. 


Now 
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Convention as Turning Point 


President Geuting Stresses Business Significance of N. S. R. A. 
Gathering in Talk to Officers and Directors in Detroit 


DETROIT, MicH.— The convention of 
the National Shoe Retailers’ Associa- 
tion will be the turning point from 
business depression in the shoe trade, 
President A. H. Geuting, of Philadel- 
phia, said tonight at a banquet given in 
the Book-Cadillac Hotel to officers and 
directors of the association. 

“This will not be a convention merely 
of shoe retailers,” Mr. Geuting, a mem- 
ber of the national committee appointed 
by President Hoover to stabilize busi- 
ness, said. “It is attracting the atten- 
tion of the chief executive and busi- 
ness men all over America. They are 
anxious to see what the convention 
does, what ideas are set forth and how 
the shoe industry regards the coming 

- year.” 

President Geuting pointed out that 
production had been the keynote of in- 
dustry in the past few years, with the 
resuit that a huge surplus was created. 
“We are now coming into the cycle of 
distribution in which the retailer will 
be in the public eye much more than 
the manufacturer.” 

James H. Stone, of Chicago, manager 
of the association, declared that out of 
Detroit will come a message that will 
renew confidence and restore the cour- 
age of men in all lines of business... To 
the Detroit merchants he said: “You 
will heap glory upon yourselves if you 
put on a convention that will restore 
prosperity to industry.” 

Members of the national and local com- 
mittees heard reports read which indi- 
cated that the convention was attract- 
ing ever-increasing interest throughout 
the country and would probably be the 
largest gathering ever held by the asso- 
ciation. More than 12,000 retailers, 
manufacturers and tanners from all 
parts of the world will be present, it 
was stated. 

The success of the convention was re- 
garded as having a direct influence on 
the immediate outlook of leaders of in- 
dustry in other lines. Retailers will 
come to Detroit in large numbers and 
it is expected that the amount of buy- 
ing here during the convention will be 
an expression of the mind of the re- 
‘tailer as to the prospect for a return 
to economic normalcy. 
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Directors of the association compli- 


- mented the Detroit committee, of which 


M. A. Mittelman is president, on the 
preliminary work already done and 
urged them to continue their efforts. 

Edward Beck, who is producing the 
Pageant of Footwear Styles that will 
be an outstanding feature of the con- 
vention, reported that the revue would 
be a musical production that will 
eclipse anything that had ever been 
seen in connection with an industrial 
convention. More than 150 of Detroit’s 
most beautiful models have been se- 
lected and given their assignments at 
the Masonic Temple, the beautiful edi- 
fice where the show will be staged. 


Sherwood Smith, Yale Gradu- 


ate, Learns Shoemaking 


RocHESTeR, N. Y. (UTPS)—Learn- 
ing the business from the bottom, 
Sherwood W. Smith, graduate of Yale 
University last June and son of Charles 
W. Smith, treasurer of the Sherwood 
Shoe Company, Rochester manufactur- 
ers, has been promoted to head of the 
repairing goods department at the 
Sherwood factory. 





Burglar Picked One 
of a Pair 


Kansas City, Mo. (UTPS)—The local 
police are on the lookout for a man with 
a cowhide boot on one foot and a patent 
leather pump on the other. Or possibly 
he will wear one tan oxford and one 
bedroom slipper. 

Phillip Kessler, owner of a clothing 
store at 1026 East Eighteenth Street, 
went to his store the morning of Dec. 1, 
to find the window broken and nine 
shoes lined neatly in the display window. 
But the mate of each was gone. 

The natural inference that a one- 
legged man stole the shoes does not 
hold. Part of the shoes taken were left 
and part right. Six complete pairs of 
socks were missing from the window, 
also.. The burglar has not been found. 














Chicago Stores 
Buy Shoes for 
Spring Selling 


CuHicaGco (UTPS) — Pronounced re- 
sponse to special sales and a slightly 
improved trend among wholesalers and 
retailers in general marked shoe mer- 
chandising conditions in Chicago stores 
during the past week. 

Prices for practically all classes of 
footwear now are at unprecedented low 
levels. This condition has brought 
about lower unit sales totals which, 
however, have more than been made up 
by the larger number of customers. 

“Business is good and steadily in- 
creasing,” says Reuben Steifel, head 
buyer for Peacock. “We are not trying 
any ‘force’ sales,” he continues, and 
concludes that Peacocks are making out 
very well, 

Wolock & Bauer are conducting their 
annual Salon Sale, offering salon orig- 
inals at $9.85 to $15.85 for shoes ordi- 
narily priced up to $24.50. Many smart 
models and the smartest shades are in- 
cluded in this group. In a _ second 
group they offer footwear previously 
priced to $14.50 for $6.90 and $8.90. 

“Nothing is standing out at pres- 
ent,” remarks A. G. Isaacs, head buyer 
for Walk-Over. “I don’t believe our 
seasonal increase is what it should be,” 
he continues. Regarding spring pur- 
chases, Mr. Isaacs reports that Walk- 
Over have bought over 75 per cent of 
their spring styles, of which 50 per 
cent are ties for early selling up to the 
middle of March. 

Joseph’s feature the new “dul-tone” 
satin shoes at their recently estab- 
lished permanent 20 per cent price re- 
duction. 

Cutler’s find that week-day sales are 
going along well and Saturday sales 
totals are very good, according to R. 
Mann, their head buyer. “We are prac- 
tically through with our spring buy- 
ing,” he says. “The proportion of our 
purchases are as follows: Pumps, 50 
per cent; oxfords, 20 per cent; straps, 
15 per cent, and the balance of miscel- 
laneous shoes. 

“Our offer of free hosiery with shoes 
is tiding us through December,” Mr. 
Mann explains, “and our policy of no 
sales during this month will help us in 
January.” 

Mr. Mann says Cutler’s have pur- 
chased. heavily of beige for spring. 
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WHERE TO BUY 
Men’s Shoes 





Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 
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Old 
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Shoe Co. 


Boston—183 Essex Street oer tate 
N. Y.—915-917 Marbridge Bldg. Masse. 
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STEADY PROFITABLE 
BUSINESS IS WANTED SELL- 
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FOR MEN 
M. A. PACKARDCO., Makers (P) 
BROCKTON cece 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 
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Apple Week is a big event in the great Niagara County fruit belt of Western New York. Hage- 
man’s Brownbilt Shoe Store, in Lockport, made it the theme of this attractive autumn shoe display, 
using actual products of the fruit and farming industries to create the fall atmosphere 








Good Business 
for Christmas 


and New Year 


NASHVILLE, TENN. (UTPS) — The 
first few days’ sales following Thanks- 
giving was a complete surprise to 
Nashville shoe dealers. Business was 
unusually good, and local merchants are 
preparing for a real holiday rush. 
They also express confidence in the in- 
dications for the next few months. 

One dealer said: ‘‘We are looking for 
a normal business and believe that we 
are going to have as good a Christmas 
as we had last year.” Another said: 
“Indications are that we will have from 
15 to 20 per cent increase this Christ- 
mas over last year.” 

“Everything looks pretty favorable, 
though we do not expect any overflow. 
We find that people are spending wise- 
” A dealer in the better 
class of shoes said: “We have been hav- 
ing about a 40 per cent increase in busi- 
ness for the past two weeks, and be- 
ginning with December 1, I believe we 
will have 100 per cent better business 
than we had all through October.” 

The manager of one of the chain 
group shoe stores sounded a very op- 
timistic note when he said: “Our busi- 
ness is not only good, but excellent.” 
Another local dealer said: “On the day 
before Thanksgiving we had the big- 
gest day’s business in our history, and 
we think that indicates that we will 
have at least as good Christmas busi- 
ness as we had last year.” 

Football season closed in Nashville 
on November 29, and while the sport 
lovers are waiting for basketball sea- 
son to open up, the forthcoming Inter- 
national steeplechase at Grassland 
Downs is occupying their attention, and 
quite a bit of sportswear is still being 
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sold. Riding boots and sport shoes are 


.50 


in demand. This race for the King of 
a gold cup will be held on Decem- 
er 0. 


Reports Busy Year 


Lima, OHI0O—Despite the difficult 
conditions that have prevailed in 1930, 
the Lima Cord Sole and Heel Company 
has had a busy and productive year, 
according to President J. E. Grosjean, 
who states that the factory . making 
Gro-Cord soles and heels has been op- 
erating day and night. 

This company has expended its pro- 
duction facilities during the year 
and: installed special new equipment, 
through which it has been enabled to 
effect economies in manufacturing. 
These economies, Mr. Grosjean indi- 
cated, will be reflected in prices to the 
trade and he is looking forward to ca- 
pacity production in 1931. The com- 
pany is advising its customers to an- 
ticipate their requirements early, so 
that satisfactory deliveries can be main- 
tained. 

Mr. Grosjean is a practical shoe man, 
having devoted his entire life to the 
business. Prior to founding the Lima 
Cord Sole and Heel Company he was 
a prosperous shoe merchant in Lima. 


New Store in Miami 


MiaMI, FLA. (UTPS)—The Tropical 
Slipper Shop has been opened at 149 
East Flagler Street, a choice location 
in the retail shopping district of Miami. 
It is a popular priced shop, offering 
more than 100 different styles for 
women at $2.95 per pair. 


G. E. Graner Opens New Store 


CLEVELAND—-G. E. Graner, 1108 
Huron Road, Cleveland, has opened a 
new shop for women, carrying an. ex- 
clusive line, also a corrective shoe, He 
has been in the shoe business in Cleve- 
land for twenty years. 
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It is our desire to ex- 
tend to all of our friends 
the very best wishes of 
the Christmas season. 


We sincerely hope that 
you may enjoy a most 
complete prosperity in 
the New Year of 1931. 


TUPPER SLIPPER CORP. 
200 Tillary St. Brooklyn, N. Y. 
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Tue New Shoreham welcomes you to 
a setting midst beautiful Rock Creek 
Park. It provides every facility for rest 
and recreation, including 800 large rooms 
14x20 feet, each with circulating ice water, 
bath and radio; tennis courts, swimming 
pool, riding stables, formal gardens, sun 
terrace and many other features. 


RATES - 
$5 and $6 single - $8 and $9 double 
L. GARDNER MOORE, Manager 








WASHINGTON, D.C. 
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SHOREHAM. 


CONNECTICUT AVE. at CALVERT ST. ~ 
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Want a Sales-Getting Idea?’ 


Here 1¢ 1s! 





Mothers can see right 
through the transpar- 
ent Fairy Forms. 


The Fairy Try-On 
System consists of 
a colorful cabinet 
with 60 transpar- 
ent lasts ranging 
in size from 6 to 
214, in widths B, 
C and D or.C, D 
and E. 


“thas is one of the best ideas in years for 
developing children’s shoe departments. |t removes 
all doubt as to correct sizes and widths for growing 
children’s feet. The transparent Fairy Forms enable 
mothers to actually see the child’s foot as it is in 
the shoe. They know at a glance that the child 
is correctly fitted. This confidence builds lasting 
good will which is reflected in repeat sales. 


Write for the interesting booklet ‘News for 
Merchants with Children’s Shoe Departments.” It 
tells all about this new sales-getting idea. 


SHOE FORM CoO., Inc. 
Auburn, New York 
Licensed Manufacturing Branches 
Unitep Last Co., Ltp., Montreal, Que. 


Northampton, England Frankfurt, Germany 
Paris, France Melbourne, Australia 


Fairy Try-on 


CORRECT 
FOOT-FITTING SYSTEM 


“Seeing is Believing” 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 





clare. 
VINCENT 
4-76 W. 2rd 








HORWITZ CO., 
st. 








High Grade Turn Mules 
and D’Orsays 


Catalogue sent on 


Paristyle Footwear Mfg. Co., Inc. 
Factory and Salesroom 
40-46 West 25th St. New York City 








MEN’S FINE 


HAND TURNED 


SLIPPERS 
Manufactured 
eat by 


Pull leather 

1 lippers 

thom °$2.00 6 2.08, W. S. CHASE & SONS 

Send for Haverhill, Mass. 
Boston Office: Room 501, Statler Bldg. 


‘ 
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No. 434—Tan 
Kid Everett 
$2.65 
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rn L. B. EVANS SON CO., Wakefield, oe) 








Moves Shoe Factory 


East RocHESTER, N. H.—Hubbard 
Shoe Co., Inc., is moving its infants’ 
shoe plant from East Rochester, N. H., 
to the Leader Shoe Company Building, 
Rochester, N. H., where the firm ex- 
pects to make 1800 pairs of shoes daily 
to-retail Zor $1 per pair. 





On the Selling End 


News of the Shoe Travelers and Sales Activities 


psi M. COHEN, who for the past 
three years has carried the Wolff- 
eTober line in Texas, has become asso- 
ciated with the Carmo Shoe Manufac- 
turing Company, Carthage, Mo. He. will 
make his headquarters at Dallas and 
will cover Texas, Oklahoma and Louisi- 
ana. Mr. Cohen has spent the last sev- 
enteen years of his life in the shoe 
business, six of which were devoted to 
retailing. 


WO former Godman salesmén have 

returned to carry the line and have 
left for their territories following the 
semi-annual sales conferences held re- 
cently at the various distributing 
branches. Frank McKelvey, who for- 
merly carried the Godman line out of 
the Kansas City branch and who left 
to take another line, has returned and 
is attached to the Columbus branch, 
and covers Cleveland territory. 

J. H. Atwill, another former Godman 
salesman, is back with the Atlanta 
branch after being away for several 
seasons. 


EEL HUGGER SHOES, INC., of 

Auburn, N. Y., now has the follow- 
ing sales staff: Sam A. Beeson, sales 
manager, formerly sales manager for 
Boyd, Welsh Shoe Co., of St. Louis; 
William Sorenson, formerly sales man- 
ager of the Midvale Shoe Co., of St. 
Louis; C. A. More, formerly of the 
Choteau Shoe Co., of St. Louis; Harry 
Vinschaler, formerly of the Vinschaler 
Shoe Co., of St. Louis; Emil Goldman, 
formerly of the United States Shoe Mfg. 
Co., of Cincinnati; Burton D. Duncan, 
formerly of the Hallahan Shoe Co., of 
Philadelphia; and A. B. Brown, for- 
merly of Dunn & McCarthy, of Au- 
burn, N. Y. 


66 LL our men are out and indica- 

tions are there will be a good bit 
of Spring buying,” states Mr. Daniels, 
of United States Shoe Co. “Merchants 
are ordering nicely. Black is repeating 
and spectator sport types are going 
good. Black and white combinations 
and navy blue are notable in Spring 
showing.” 





Left Customer, Found 
Policeman, Lost Money 


Milwaukee, Wis. (UTPS)—It is rather 
difficult to keep one’s nonchalance dur- 
ing a shoe store holdup, especially when 
a pretty young lady is present who is 
being fitted at the time for a new pair 
of shoes. However, this was recently ac- 
complished by Edward Stilb of Racine, 
who, at the point of a gun was forced 
to leave the customer and go to the cash 
register. 

Stilb is a man of resourcefulness, so, 
remembering his open field running while 
at school, he dashed out the front door 
looking for a policeman. When he found 
one, the robbers had disappeared with 
$35 of Ed’s money. What became of 
the fair customer in the meantime was 
not given out. 











ELIX GOLDMAN is the newly ap- 

pointed southern representative for 
the Valley Shoe Corporation. He will 
have as his territory Texas, Oklahoma, 
Louisiana, Arkansas and New Mexico. 
This: is right in Felix’s “backyard,” 
since he was born and reared in Dallas, 
Tex., and will make his headquarters 
there. 

Mr. Goldman is a nephew of D. B. 
Goldman, president of the Valley Shoe 
Corporation. He has been identified 
with this organization for several 
years. 





‘THE Walker T. Dickerson Company 
of Columbus, Ohio, has announced 
the appointment of Clay Ogden as rep- 
resentative in the eastern part of the 
United States. 

Mr. Ogden was with the United 
States Shoe Congeay before joining 
the Walker T. Dickerson Company. 

The New York office in the Mar- 
bridge Building will be Mr. Ogden’s 
headquarters, and his territory will in- 
clude Philadelphia, Pittsburgh, New 
York City and New England. Mr. Og- 
den is now in his territory with a new 
line of Metatarsal Arch Relief Shoes. 


EO M. FOLAN is so sport-shoe 
conscious that he plans to start the 
new year well in advance of the date, 
with the line of sport shoe specialties 
= the Abbott Company of Yarmouth, 


e. 

He is to have charge of the Abbott 
company business in New York and 
surrounding territory, and has opened 
an office at 11 West 42nd Street, New 
York City (Room 2514), where he wil! 
show shoes for all sport occasions. He 
notes a very encouraging prospect: of 
the best sports year ever in 1931. 

Mr. Folan recently represented Jo- 
hansen Bros. with women’s style shoes, 
but the call of sport footwear was too 
much for him, and he returned to his 
first love. 


GALRGMEN for Valley Shoe Cor- 
poration have taken the spring line 
of Valcraft Shoes into their territories. 

D. B. Goldman, president of Valley, 
predicts a large volume of business for 
spring. “Shoe dealers have let their 
stocks run low because of the depres- 
sion. But business is looking up for 
spring and merchants appreciate the 
need for quality merchandise,” Mr. 
Goldman says. 

The salesmen and their territories 
are as follows: A. L. Bishop, Georgia, 
North and South Carolina, Virginia 
and Florida; George Steuber, Califor- 
nia and Arizona; Herbert Tout, Wash- 
ington, Montana, Oregon, Colorado, Ne- 
vada, Idaho and Utah; Felix B. Gold- 
man, Texas, Oklahoma, Arkansas, 
Louisiana and New Mexico; J. A. Rae, 
Dominion of Canada; E. Bruce Weigel, 
Illinois, Indiana, Wisconsin, Minnesota 
and North Dakota; Jack Doucette, 
Michigan, Ohio, West Virginia, New 
York, New England States and Chica- 
go, Ill.; A. W. Greene, Tennessee, Ken- 
tucky, Mississippi and Alabama; Hilary 
P. McCarthy, Iowa, Kansas, Nebraska, 
Missouri and South Dakota. 
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A NEWLY perfected spread- 
ing device and rod with square 
threads of large pitch insure easy 
and accurate action. Blocks are 
of fully seasoned rock maple, 
and are shaped and finished as 
carefully as a last .. . Corn and 
bunion plates supplied with 
every stretcher. 

Every retail shoe store should also be 

equipped with the U/C Instep Stretch- 

ers, GAC Toe Raisers, and the Climax 

Shoe Stretchers for women’s high heel 


shoes. We also supply the well-known 
Repco Shoe Stretchers. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Dancing Shoes and Taps 


ROBERTSON 


TURN 
SLIPPERS 


COMFORTS 
BOUDOIRS 
TAPS 


made right— 
8 priced right 


Retail $1.95 to $3.00 Write for samples. 


ROBERTSON SHOE CO. 
MINNEAPOLIS MINN. 
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BROOKS SHOE MFG. CO. 
Swanson and Ritner, Phila., Pa. 
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WHERE TO BUY 


Store Fixtures . 
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Stone Shoe Co. 
Suffers $50,000 
Damage in Fire 


CLEVELAND—A fire which started in 
the Chic Millinery Company quarters 
on the third floor of the Stone Shoe 
Company’s six-story building, at 312 
Euclid Avenue, romped through a sec- 
tion of the third and fourth floors be- 
fore it was finally curbed by several 
companies of the downtown fire de- 
partment. 

The fire started about 8 o’clock in the 
evening on Saturday, December 6, after 
the building was closed. The Stone 
Shoe Company, who operate Ohio’s 
largest shoe store on the first and sec- 
ond floors, suffered heavy stock damage 
from the water which poured down 
through the ceilings and stairways as 
well as the partitions. 

The children’s department on the sec- 
ond floor was badly damaged from the 
water, while 1000 pairs of women’s 
shoes on the main floor were destroyed. 
Total loss to the Stone Shoe Co. is es- 
timated at $50,000, which was fully 
covered with insurance. Loss included 
about $35,000 to the building and about 
$15,000 to merchandise. The front 
show windows were untouched. 

In addition to the fire insurance car- 
ried, the firm also maintains use and 
occupancy coverage. By rapid work 
the store was thrown open Monday. 





Patent for Town Wear 


Jay -Thorpe 


STREET, 














FIFTY-SEVENTH WEST 


“4 


introducing a new \ 


mid-winter series— 


TOWN SHOES IN 
GLossy BLAack? 


Patent leather combined with supple 
matt calfskin of light weight is the new 
Jay-Thorpe idea. Joined by two rows 
of the very fine stitching that you find 


only on slender hand-made shoes! 


We introduce a new series of models, 
Several with the new lower heels that 
debutantes have made such a vogue. 





priced for the midseason . , 


14.50 
HAND-MADE 
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An interesting advertisement by Jay-Thorpe, 
New York City, suggesting a new vogue for 
mid-winter. 
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WHAT’S NEW 
And What’s Said About It 











Patent Issued on Cushion 
Heel Shoes 


Boston, Mass.—A broad patent cov- 
ering distinctive features of shoe con- 
struction has been granted to Paul C. 
Wolfer, maker of Air-O-Pedic shoes in 
Boston. 

This patent, No. 1783210, broadly 
covers all shoes made with a cushion 
heel seat and a metatarsal arch sup- 
port. 

As now used in the Air-O-Pedic shoe, 
the heel seat is cupped below the usual 
level of the innersole, and this depres- 
sion is filled with sponge rubber. The 
resiliency of the rubber is said to re- 
duce the shocks of walking and elim- 
inate heel rotation, the common cause 
of many foot ills. 

Particularly novel is the scientific 
precision in placing of the metatarsal 
arch feature in relation to the cushion 
heel seat. The planes and measure- 
ments of the rear portion of the shoe 
have been carefully and exactly ac- 
commodated to the actual planes and 
dimensions of the normal foot, thereby 
assuring a perfect tread and correct 
balance of the foot. 

Mr. Wolfer states that the use of 
these features will be continued in Air- 
O-Pedic women’s shoes and licensed for 
use in non-competitive lines. 


2 
Correction 


_In the advertisement of J. Edwards 
& Co., of Philadelphia, which appeared 
on the back cover of the December 13th 
issue of the RECORDER, it was stated that 
the Edwards line would be on display 
in Rooms 1432-1434, Book-Cadillac Ho- 


: tel, Detroit, Michigan, during the N. S. 


R. A. Convention, January 5, 6, 7, and 
8. This was an error as the Edwards 
line is to be shown in the Statler Ho- 
tel. The room numbers are the same 
as those mentioned in the advertise- 
ment. 


Your Business at a Glance 
[CONTINUED FROM PAGE 39] 


transferred to the odd and end row, re- 
turned to the factory, etc. 

Every month the information on the 
individual Stock Cards is condensed on 
the Group Total Cards (Fig. 3). These 
totals are grouped according to price, 
but grouping according to materials, 
heels or patterns is just as easy. 

It takes only a few minutes to make 
a group picture of any one manufac- 
turer’s lines. In fact, the information 
available from these cards is nothing 
short of remarkable. 

The buyer has before him at all times 
the average cost of each price line, its 
gross mark-up and its rate of turn- 
over. There is no guessing as to which 
lines are making the profits, which are 
losing, which need strengthening and 
which are overstocked. 

By adding the pairs on order to the 
stock on hand a very accurate estimate 
can be made of the performance of 
each price line for some time in ad- 
vance. 

The monthly sales form an accurate 
basis for the following year. 
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Tue visible eyelet is a 
feature of true style because 
it contains not only distinc- 
tiveness and beauty of de- 
sign but also points of prac- 
tical convenience .. . A shoe 
equipped with Diamond 
Brand Visible Fast Color Eye- 
lets has that appearance of 
finished construction that 
leads customers to buy... 
Sample card sent on request. 
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DIAMOND BRAND Visible FAST COLOR EYELETS 
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WHERE TO BUY 
Spats 
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GREATEST SPAT LINE 
OF THE INDUSTRY 


IDEAL 


Reg. Trade Mark 


Manolis Products Will 
Give You More Profits. 
Spats $9.00 te $21. 

Doz. Prs. a, 2 
cloth. 


Rhinestones $2.50 to 
18.00. Include Colonial 
ses. ‘ 

MANOLIS MFG. CO. 


4248 Ne. Crawford Ave, 
Chieago, til. 


F OWS WA WAV WY VY AN 


BOND STREET 


comprehensive, unique na- 
tional advertising—radio, 
national magazines, mer- 
ehandising helps, attrac- 
Packages. immeuiate delivery. Write for samples. 
THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohio, U. S. A. 
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DUNHILL SPATS 
TOPS THEM ALL 
IN STOCK NOW 

In All Selling Colors 
10 lots $7.50 
Also Better Grades 
Samples on Request 

STAR FOOTWEAR MFG. 


50-54 No. 4th St., Philadelphia 


Standard’ 


8 P 











vertising campaigns 
ever run. for 
by display 
newspaper 
a handsome box. 
Priced to retail 
$1.50 to $5.00 
Write for 
samples. 


Watch “Standard” “Spats in 1930 





S. Rauh & Co., 650 Sixth Ave., New York 
a 


Shoe Clerks, 


or Salesmen 


[CONTINUED FROM PAGE 19] 


to three salespeople after they had 
been in our department for three weeks. 

“Time after time during that period, 
I had watched them stand around chat- 
ting about goodness knows what but 
surely not about the shoe business, and 
I repeatedly suggested that they study 
the stock more carefully, learn the 
styles by heart, know where each one 
is so that they could get it immediately 
when necessary. 

“Nothing helps impress the customer 
more than a thorough knowledge of the 
stock. 

“Nothing irritates her more than 
spending unnecessary time hunting for 
a shoe. Worse yet, innumerable sales 
are lost by not knowing all of the mer- 
chandise carried in stock. 

“Pleading, threatening, 
nothing seemed to help. 

“All three of these salespeople were 
thoroughly satisfied in their own minds 
that they knew enough about our mer- 
chandise and our policy to be per- 
mitted to wait on our customers. 


warning, 





Geuting Predicts Revision 
of Retail Practices 


Detroit—‘“‘It is necessary to revise all 
merchandising practices for 1931. The 
results are bound to register on the cash 
register of all who are in Detroit Jan. 
5, 6, 7, and 8,” was the terse summary 
of A. M. Geuting, president of the N. S. 
R. A., who was here last week to attend 
a meeting of officers and committees. 
His further prediction that this would be 
a big buying convention was confirmed 
by the fifty convention committeemen 
assembled. Emphasis was given to the 
point that this convention would be the 
first major trade gathering of the year, 
consequently the eyes of the business 
world will be upon it. 

Eight N.S. R. A. officials accepted the 
invitation of General Chairman M. A. 
Mittelman and were in Detroit for the 
purpose of checking the progress of the 
convention. Those present were Presi- 
dent A. H. Geuting; Manager James H. 
Stone; and Directors Paul O. Kuehn, 
South Bend; Jesse Adler, New York; 
Elwyn Pond, Flint; Reuben Metz and 
Reuben Steifel, both of Chicago. Presi- 
dent Geuting complimented Detroit on 
having one of the best working commit- 
tees that he has come in contact with in 
his twenty years of shoe convention ex- 
perience. 

After going over all details, the N.S. 
R.A. directors were delighted to find 
the progress made’ assures an exceptional 
good convention. Every pre-convention 
promise has more than been fulfilled by 
Detroit, even to the extreme of giving 
more and doing more than was first 
agreed. 

This all day session, which started as 
a fact finding inquiry, developed into 
one hot “Pep” meeting, as definite re- 
ports of progress were brought out. 

J. E. Wilson stressed the point-that 
all wise shoemen will want instruction 
this year, so they will all come, especially 
those who are not sure of their plans. 
Full cooperation of the shoe traveling 
men was assured by Victor Greishammer, 
representing the Michigan fraternity. 














“‘Oh, we know all about it. Haven’t 
our sales been up with the average?’ 

“Yes, in some cases they had, but 
what about the sales they lost by not 
knowing the stock and their lack of 
knowledge regarding the sizes we car- 
ried? 

“Didn’t even know how to measure a 
foot correctly on our size stick. 

“One man says he added one and 
one-half sizes when it really isn’t nec- 
essary to add any sizes, as the rule we 
use gives the necessary size. 

“One man called our entire line of 
over 3000 pairs of $8.50 shoes MacKays. 
and our $8.50 Goodyear welt arch line 
all stitchdowns. 

“Another man called them all hand- 


urns. 

“TI can’t blame you for wanting a job 
and I know you are not an exception 
to the rule in believing it isn’t neces- 
sary to know much about the shoe busi- 
ness to sell a pair of shoes. 

“I do blame any person who has se- 
lected the shoe business for a livelihood 
who expects to advance in this business 
and yet makes little effort to know 
enough about the product to make him 
—or her—capable of doing a good job. 
And I sincerely criticize store owners 
and buyers who hire men to sell shoes 
without insisting that they know more 
than the average applicant we get in 
response to an ad for ‘thoroughly ex- 
perienced shoe salesmen.’ 

“We are anxious to have all of our 
people learn more about the shoe busi- 
ness and we are willing to spend all of 
the time and money necessary to ac- 
quire this information and teach it to 
them, but strangely enough, our great- 
est problem is to find salespeople inter- 
ested enough to take advantage of our 
effort. 

“In our department we positively will 
not hire any salesperson who cannot 
qualify. 

“T am looking forward to the time 
when shoe salesmen will be licensed. 
When it will be necessary for them to 
take an examination and prove they 
can qualify for the title of ‘Shoe-Fitter’ 
and ‘Footwear Fashion Adviser.’ 

“T don’t know of any other line of 
business where so many people are get- 
ting paid a salary for knowing so little 
about the business they are in as a 
great proportion of shoe salesmen to- 
day. 

“In the automobile industry a sales- 
man is usually sent to the factory where 
the machines are assembled and must 
understand the details of construction 
of the machine he is selling. 

“If you were buying a car and the 
salesman couldn’t tell you what kind of 
an engine it had you would be amazed 
and disgusted. And yet we tolerate a 
worse condition in the shoe business 
when we permit salespeople with little 
knowledge of shoes or feet to fit our 
customers.” 


—_—— 


New Firm for Boston 


LYNN, Mass.—The Marmon Shoe 
Co., makers’ of McKays, has moved 
from Broad Street, Lynn, to the T. G. 
Plant Co. factory at Jamaica Plain, 
Boston. Nathan Hurwitz is manager. 
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J Your Business is More Urgent Than Ours 


T= intimate details of an hotel routine are apt to be 
a vitally important to the man who is going some place, 
§, doing something. A brisk shower is an excuse to 

| your morning exercises with an honest-to- goodness 
fF man's-sized-towel . .if you have driven, your car is at 
fs the door—clean and slick and as ready to go as you are 
& . . Here at the Hotel Pennsylvania . . . 10 minutes 
| from the dust and din of down-town . Come soon 

you will come again. 


PENNSYLVANIA 


39TH €, CHESTNUT ST> PHILADELPHIA 
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$8.50 
RETAILERS 


-~_—* 50 
RETAILERS 


=. SRR 


IN STOCK 


Lightweight Black Calf 
Camilion Calf Underlay 
Welt Sole 
Leather Heel 


Combination Last AA to D 


“MADE IN PHILA. BY MASTER CRAFTSMEN” 
Cc. S. GIBBON CO., Inc. 
=a 54 No. 4th St., Phila., Pa. = 
Send for Catalog 


WARNER SPATS 


Large stocks on the floor, for AT ONCE 
shipment. 


ENGLISH BOX CLOTH 
KERSEY 
FELT 


ranging in price from 
$10.00 ba 827.00 per 














In. STYLE — QUAL- 
The 


doffs its hat to none. 
Made by 
The W. W. Warner Mfg. Co. 
317 SYCAMORE ST., CINCINNATI, OHIO 











PEP UP YOUR TRIMS 
ORDER XMAS TICKETS NOW— 


Attractive 
Holiday Season 
Price Tickets 
With 64 prices: — 
69c to $17.50 

' 25c per doz. 


6 doz., $1.25 
12 doz., $2.25 


Cash or Stamps 
With Order 


Green and red border with 
hand lettered prices in 
black. (Actual size) 


Merchants Service Dept. 


BOOT AND SHOE RECORDER > 


1334 Republic Bldg., Chicago, III. 
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“VARNUM” Size Stick 


The Most Popular Measure 


French ihe English 


standard American, 
trim- 


Maplewood, nickel 


RETAIL SHOE STORES USE NO. 3 


PRICE $1.50 EACH 
F. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. 


Marked with 
measures. Three styles 1—2—3. 
mings. 











New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 
This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cents. 


Boot and Shoe Recorder 
239 West 39th St. New York, N. Y. 
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WHERE TO BUY 
Spats 


SO 8 OE Oe er Sr ET 


SIR RALEIGH 
SPATS 


Delivery Same Day Order is 
Received 


Priced to retail profitab 
1.60 to 5.00 5 if Write for Bompics 


KWICKERBOCKER MFG. CO., Kansas City, Me. 
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WHERE TO BUY 


Shoe Accessories 


SE OF ei err 


STOP THAT PINCH 
WITH 
EVER-READY SKIVED 
VAMP BITE PADS 


Results assured because of quality’ 
cushion felt y to stick, and 
conveniently skived. 


Security Shoe Finding Mfg. Co. 
23 S. Wells St. Not INC. EHICAGO 





omer te seme 





i die 


WHERE. TO. BUY 


W omen’s Shoes 


SO OP Fe Oe Ome oe meme 








Interna 
tionally recognised as the acme of 


A product ef 
SHAFT-PIEROE SHOE CO., Faribault, Mina. 








Ultra-Smart Sandals 
Cemplete color ye 


tions 


Unusual 
Profits 
Write direct 











BIARRITZ 
33 West 27th St. 











CUSHION SHOES 


THE JOHN aot ern SHOE Co., ING. 
IN Buffalo, sTocE 





to toe the mark in their own estima- 
tion. Here’s hoping the answering of 
this question will stir up the needed 
action in the minority. 


15. Are the salespeople interested in 
“selling goods” or “giving service’? 

Read ’em and ponder—23% claimed 
“Both,” 18% “Selling goods,” while 
emphasized “Giving | service.” 
is a service store,” “Service 
above all” and “Service is our first 
name” are typical answers indicating a 
profound, sincere desire to make theirs 
an outstanding establishment. 


16. If I should suddenly end my con- 
nection with this store, what would be 
the actual value of (a) The stock on 
the shelves? (b) The good-will? 

A. Some 63% only can be considered 
as “Good,” although one confident mer- 
chant claims he is “100% and I can 
prove it to my shoe man.” “A majority 
of the estimates. are around the 70% 
mark, with a few in the 90’s.” 

B. “Hard to put in figures”—granted. 
It is an estimate at its best. “Nothing 
if I die’ gives a man something to 
think about. “On a par with any ser- 
vice store” is a good answer. 


17. Have I some one trained who could 
step into my place in such an emer- 
gency. Yes, 58%; No, 42%. 

This is bad.’ Only 58% have a 
trained lieutenant. “No one has 100%. 
Some one may do it in some measure,” 
“Not to my satisfaction” and “Trained 
as salesmen on y” indicates the trend. 
Not so good, all in all, but there is the 
truth. 


18. Do all my displays have a strong 
selling pull at all times? Or are they 
arranged in a matter-of-fact manner 
from custom rather than reason? Yes, 
88%; No, 12%. 

Perhaps this question was not as 
clear as it should have been. Ashton 
meant to inquire if his displays were 
carefully planned to “sell” certain col- 
ors, features of shoes to certain people, 
or were his displays just a catalog col- 
lection of shoes in the windows and 
cases? Of those answering this 88% 
felt intelligent effort was being made 
toward getting the best out of their dis- 
plays. 


19. Is my advertising interesting and 
convincing reading, or just so much 
space filled with words? Interesting, 
93%; Not so good, 7%. 

One brave soul frankly says his copy 
is bad. This is more than offset ty 





Herbert Lape, Jr., to Style’ 
Lape-Adler Line 


CINCINNATI (UTPS)—Herbert Lape, 
Jr., is going to Columbus, Ohio, to take 
over the styling of the Lape Adler line 
of shoes, where he will be assisted by 
W. Howard. 

Mr. Lape, however, will continue 
calling on his old customers for the 
Julian Kokenge line in Cincinnati, al- 
though spending most of his time at 
Columbus. He succeeds Mr. Frank 














Cahill, who has resigned. 





A Hundred Merchants Answer Ashton 


[CONTINUED FROM PAGE 21] 


three laconic “It pulls.” ‘Am too mod- 
est to state,” “Have been trying to per- 
fect it for thirty-five years” and “Not 
always 100%, but good” seemed to sum 
up the 93% that goes in the good col- 
umn. 


20. Is my store—(a) Front; (b) Equip- 
ment; (c) Methods; (d) Merchandise— 
of this year’s design and mode, or does 
_it smack of ten or twenty-five years 
ago? Up-to-date, 92%; Out-of-date, 
8%. 

A. Reveals that all but two have sat- 
isfactory store policies. 

B. Six say old fixtures, with one men- 
tioning that ‘he is installing new fix- 
tures. 

C. One hundred per cent good. 

D. One hundred per cent good. 





Spring Color Chart 


The manufacturers of Vici kid 
leather are issuing to important shoe 
retailers throughout the country the 
Vici Color Chart for Spring of 1931. 

This is the twelfth successive season 
that the Foerderer organization has 
presented the trade with a summary 
of the leading costume and footwear 
colors. 

The chart is compiled in cooperation 
with the leading textile stylists, Forst- 
mann & Huffmann Company and 
Cheney Brothers. 

The leathers on the chart are grouped 
with the costume shades for which they 
were developed. -This arrangement 
makes the card of great assistance to 
the trade as a guide to buying and a 
sales aid. 





Christmas Slipper Sales Good 
in Des Moines 


Des Moings, Iowa (UTPS)— Vol- 
ume of the shoe business for the last 
few weeks in Des Moines has been held 
back by the unseasonably warm 
weather and the holding off of snow, 
but the Christmas slipper business is 
getting off to an early start, according 
to H. L. Barlass, head of the shoe de- 
partment at Younker Brothers. 

Evening shoes are of paramount im- 
portance at this season, the majority 
being shown in black as called for by 
the evening dress mode. Many have 
black and silver trim and a new note 
in trim is the prevalence of bows of 
leather or fur. Black shoes with white 
bows are proving popular. 

For the general run of every day 
wear, black shoes are selling. 





Bridge Slippers Featured 


PHILADELPHIA (UTPS)—Wanamak- 
er, in offering “the formal evening 
mode,” includes a white satin pump, 
with high arched heel and rounded toe, 
tinted in any color at $1 extra. Rhine- 
stone and baguette bow clip are in- 
cluded. Strawbridge & Clothier fea- 
ture a bridge slipper in leather or silk 
asa gift suggestion. The slippers are 
= kid or crepe de chine, in five solid 
colors. 
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MEN WHO TRAVEL 
KNOW THE BEST 


Look for the 


“D” 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Children’s Footwear 


No.C776—All sizesin stock 
for immediate 
rite for circular de- 


Rest-Rite Slippers. 

















L GH BASS& CO, If Main St, WILTON, MAINE } 


WHERE TO BUY 


| Dancing Sandals 


ooo CP eee 





Popular Aesthete San- 
al in Faun and 
Gray suede. Also, 

full line of 

dancing foot- 
wear and accessories. 
At once service. Send 
for catalog. 





Coast Representative: 
MR. A. F. WINSLOW 
5177 Casper Avenue 

agle Rock, 
Los Angeles, California 


oe 




















GRECIAN 
DANCING 
SANDAL 


* KENDALL’S oa 


Yor Aesthetic 
ancing 


IN STOCK 
IN GREY AND 
FAWN. 

A SIDELINE 
MONEY 
MAKER 








Send for Circular 
DEPT. C. 


* KENDALL SHOE COMPANY * 


HAVERHILL, MASS. 
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Practical Hints on Fitting 


[CONTINUED FROM PAGE 28] 


sible, and particularly long enough. 

The same remarks apply to the 
woman who wants a pair ot shoes to 
“wear around the house.” And, by the 
way, here is a fine opportunity tor sug- 
gestive selling. The worst thing a 
woman can do to her feet is to wear a 
pair of old, out-of-shape, run-down, 
high-heeled shoes to do her housework. 

A girl home from college was show- 
ing her father some of the exercises 
she had been taught. One of them was 
a swinging of the body from side to 
side, slightly bent forward and with 
the arms hanging loosely in front of 
her. The old man watched a moment 
and then remarked: “That is wonder- 
ful. If you had a broom in your hand 
you would be sweeping.” The muscles 
of the legs and feet need exercise. 
They do not get it properly in the 
popular high-heeled, pointed-toe shoes 
that women are now wearing. The nat- 
ural exercise of these muscles is best 
had in walking. The innumerable steps 
a woman must take in doing the ordi- 
nary household tasks may be a fine 
means of exercise if she wears a good 
fitting pair of shoes of the right kind. 

f you are selling some one of the 
many brands of health footwear, study 
those shoes in the light of what you 
know about the mechanics of the feet 
and legs. Determine for yourself in 
what way they may be helpful so that 
you can intelligently present them to 
your customers. If you cannot find 
helpful features in them, persuade your 
firm to change to some other shoe that 
you can conscientiously sell. 

People are more health conscious to- 
day than ever before. Some doctors 
think that they are too much so. It re- 
mains true that people are giving more 
attention to those things that will keep 
them healthy. Periodic health exami- 
nations, regular visits to the dentist 
and the optometrist and greater atten- 
tion to food and personal hygiene are 
all evidences of this. 

A sound, vigorous pair of feet are 
a tremendous factor in bodily health. 
Use the argument of foot health to sell 





Best Year Since ’26 for 
Providence Store 


Providence, R. |. (UTPS)—At the 
Thomas F. Peirce & Son shoe store, it 
was said that, while business conditions 
have been poor, they have realized, both 
in sales and profits, the best year since 
1926. Sales and profits for this year 
have gone ahead of last year by a fair 
percentage. While they have spent more 
on advertising, they have spent no more 
in proportion to sales. 

The average shoe sale has been 
around $12, the most popular prices 
being $10.50 and $12.50. The reason 
for their sales record, according to 
George E. Peirce, Jr., is in having quality 
footwear, styled right, displayed right 
and advertised well. 

Their hosiery business has far exceed- 
ed the sales and profits of other periods, 
although the Christmas business, they 
repert, does not seem to be as large as 
usual. 














your customers an extra pair of shoes. 

I had occasion to call on a doctor 
some time ago and noticed that he was 
wearing a pair of heavy, Scotch grain 
shoes with wing tips. His practice is 
almost entirely in his office. We were 
talking of shoes, and I told him that 
he was not giving his feet a fair chance 
when he smothered them in those heavy 
shoes in a heated room. He agreed with 
me that everyone should change their 
shoes at least once a day. On my rec- 
ommendation he bought a pair of light- 
weight shoes for his office, and changes 
when he goes out. 

Every business or professional man 
who is kept indoors, at a desk, will 
have healthier feet if he wears two 
pairs of shoes each day, one pair for 
indoor wear and the other for out-of- 
door activities. 

In conclusion, may I suggest that, ex- 
cept perhaps in those stores that 
specialize in corrective shoes, you may 
well avoid the use of the words “fallen 
arch” and refrain from using tech- 
nical words, such as metatarsal, cuboid, 
phalanges, etc. Say, rather, weak foot 
or weakened muscles, and talk foot 
health rather than foot correction. And, 
particularly to your style customers, 
suggest the advantages of an extra pair 
of practical shoes for practical use. 


Motor Metropolis to Welcome 
Shoe Trade 
[CONTINUED FROM PAGE 23] 


Detroit is a hospitable city, and its 
official leaders, its industrial heads and 
men of business, and particularly its 
shoe men, have spared no effort in prep- 
aration for the coming N. S. R. A. con- 
vention. They have a keen sense of 
pride that for the first time when the 
directors of the N. S. R. A. have se- 
lected as their convention city a place 
that it not a great center of shoe man- 
ufacturing they have elected to come to 
Detroit. And so the shoe men will find 
a warm welcome awaiting them, with 
everything planned for their comfort 
and enjoyment by the various loca! 
committees that have been working for 
months on the big undertaking under 
the capable direction of General Chair- 
man M. A. Mittelman. 

Detroit will welcome the shoe world 
with cordial hospitality next month ani 
advance indications guarantee that the 
shoe world will gather there in num- 
bers that promise to make this 1931 
convention the greatest in association 
annals. 


Feldman Stores Sold 


CoLumBus, OHIO (UTPS)—Follow. 
ing the receivership in the case of 
Joseph M. Feldman, who operated two 
retail shoe stores in Columbus, located 
at 977 Mt. Vernon Avenue and 244 
East Main St. the assets of the com- 
pany were sold to Dr. S. D. Edelman, 
for approximately $3200. 

The stock was moved from the Main 
Street store to the Mt. Vernon Avenue 
Store and consolidated under one busi- 
ness, with Louis Block, a son-in-law of 





Dr. Edelman in charge. 
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WHERE TO BUY 
Ballet Slippers 





In Stock Black Kid 
Ballet Right and Left 
sant 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 








Rights and Lefts 
Two Grades 


wH. 
SUMNER 
SMITH 
Chieage, Ill. 


in Stock 











BALLET SLIPPERS—IN STOCK 
J of the unusual kind 
8102 Bik. Kid Hand Turn 

Seft Toe 

Child’s 6 to 11—$1.35 
one Re Te 2— 1.40 
Women’s 2% to 8— 1.45 

Also Hard Toes 


SCHWARTZ & HERDER, Inc. 
Specialists in Ballet and Comfort Slippers 
241 No. 11th St., Philadelphia, Pa. 
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WHERE TO BUY 


Shoe Fitting Devices 
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BETTER SHOE FITTING 
WITH THE 


BRANNOCK SCIENTIFIC 
FOOT-MEASURE 
Saves Sales—Makes Good Fitting Easy 


THE BRANNOCK DEVICE 
321 S. Salina Street, SYRACUSE, N. Y. 
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WHERE TO BUY 


Shoe Forms 


TJatryu Forms 
for Shoes and Hosiery 


made of white, 
transparent or co 


FAIRYLITE 
Shoe Form Co., Inc., Auburn, N. Y. 
ST SE TIE EEE EI 


New Bullock Store Completed 


MONTGOMERY, ALA. (UTPS)—The 
new home of the Bullock Shoe Com- 
pany has been completed and is now 
being occupied. The building is at the 
same location the company has been 
in for a number of years and was re- 
built after the old building collapsed 
along with two other store buildings 





about a year and a half ago. 
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_ Finds Color Helps Shoemaking 


Alfred W. Donovan Traces Tangible Improvements in Pro- 
duction and Quality to Elimination of Shadows 
About Machines 


ROcKLAND, Mass.—Color, first intro- 
duced to the business world as an aid 
to merchandising, now finds its use en- 
listed as an aid to manufacturing as 
well. For what is believed to be the 
first time in industrial history, a manu- 
facturer has had the temerity to turn 
his factory into a rainbow-hued estab- 
lishment, not by the use of color on 
walls and interior trim, but by its use 
on the machines themselves. 

The plant in which this experiment 
is being tried out is that of é 
Wright & Co., Inc., Rockland, Mass., 
from which plant the unthinking ob- 
server is apt to emerge with the sensa- 
tion of having been the innocent par- 
ticipant in the dream of a rarebit fiend. 

He will have seen machines in Per- 
sian orange with green trim, delicate 
orchids, old ivories, touches of lavender, 
spots of brilliant blue. He will have 
seen gaily colored overhead shafting, 
pulleys and belts—workmen in orange 
smocks—sprinkler valves in pink and 
pastel green. In short, he will have 
seen the application of the “Wright 
System of Color in Industry,” the net 
results of which, to date, may be sum- 
marized as follows: 

Increased production per hour. 

A sharp falling off in factory rejects 
—shoes with imperfections due to the 
inaccuracy of operators. 

An increase in the percentage of fac- 
tory perfects. 

A grading up in finish and appear- 
ance. 

A 70 per cent decrease in accidents. 

Some portion of these results can be 
traced to the almost total elimination 
of shadows, the consequent minimizing 
of eyestrain and the equally consequent 
decrease in that tired feeling which 
late in the day permeates the body of 
any worker under a nervous tension. 
And some of it can be traced to applied 
psychology. 

“At which point,” says Alfred W. 
Donovan, president of the company, “TI 
will not have the slightest objection if 
you indulge in two full smiles—but re- 
member this: 

“Color has been used for years to 
stimulate the desire to possess. Wit- 
ness the colorful packaging of modern 
merchandise. Since the war it has been 
used in the treatment of shell-shocked 
veterans. Scientists have proved its ef- 
fect on temperament and even on char- 





Sears, Roebuck Head Sees 
“Storm of Buying’”’ 


AUBURN, N. Y.— “A storm of buv- 
ing,” following the present calm in 
merchandising fields, was forecast by 
Gen. R. E. Wood, president of Sears, 
Roebuck & Co., who came here to in- 
spect the new store just opened. 

“We are hoping, and we are optimis- 
tic enough to believe, there will be 
some good buying after the trend gets 
under way,” he said. “We cannot com- 
plain, considering the condition of the 
country, and the Christmas trade is all 
that could have been expected.” 


61 





acter. Hospital architects, in some in- 
stances, are swinging away from the 
bare walls of neutral color. In private 
hospitals and in some private rooms of 
the larger public institutions, we find 
colored rugs on the floor, pictures on 
the walls, scarfs on the dressers and 
chintz curtains on the windows. The 
therapeutic influence of color on mind 
and body has been established; and the 
converse is equally true—to live gray- 
ly, surrounded by neutral, depressing 
colors, is barely to exist. 

“Men who barely exist and who, in 
addition to this, are tortured in body 
and nerve by continual eyestrain have 
neither the incentive to do good work 
nor the strength to do it. In them is 
none of the pride of en 

“Consequently we must come back, 
no matter from which angle the sub- 
ject is discussed, to the obvious fact 
that what I think deserves to be called 
the ‘Wright System of Color in In- 
dustry,’ has as its real basis the toning 
up of the morale of the worker.” 


Trends in Brockton Shoe 
Styles for Spring 


BROCKTON, MAss.—When patrons at 
the approaching style show in Boston 
look over the Brockton and district 
line of spring and summer features 
they will find an alluring array of col- 
ors and a fast line of intricate designs, 
but with no sacrifice of tone harmony. 

Outstanding among the changes is 
the gradual decline of the balloon toe, 
a swing to the rounded curve toe in 
lasts and an endeavor to popularize the 
higher heel, particularly in the bigger 
cities’ business. 

Another interesting treatment will be 
the use of piping about the top of 
vamps, insertions of pinked piping be- 
tween pieces of the vamp where har- 
monious contrast can add beauty and 
stop and start stitching and perforat- 


ing. 

There will be a free use of buck and 
white calf, and many two and even 
three-toned effects. 

Featherweights for early summer 
will be conservative, as usual, to cater 
to that type of purchaser who gener- 
ally provides himself with several pairs 
of shoes. 

Still another outstanding novelty will 
be a mocassin effect in sports, hand- 
sewed in higher grades, and imitation 
sewed in the cheaper line. 

Some of the outstanding designs 
noted in a trip through some of the 
shops making men’s lines were: A two- 
point wing tip done in black and white, 
with black piping about the top of the 
vamp; saddle effects in contrasts, gen- 
erally the brown on buck or white 
calf; a D’Orsay line, with the outside 
quarter lower than the inside, and 
unique dogtail effects; markers on tips 
and foxings, generally in conventional 
designs; gray buck with black trim and 
a raglan nose; longer wing tips to get 
away from objectionable breaks at the 
outside. 








THIS MAY BE 
YOUR OPPORTUNITY 











SALESMEN WANTED 











SALESMEN WANTED 


LINE WANTED 





A Ser ets line of RA EE SHOES, 

FANTS to GROWING GIRLS, in all 
widtte carried in stock, is open for Greater 
New York, Brooklyn and New Jersey. May 
be carried as a side line. Straight commission 
basis. Address C-236, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





Apseyee wanted by manufacturer of 
Misses’, Children’s and Infants’ welt shoes. 
Stock carried on two complete lines, low and 
medium price. Territories: New York City, 
Brooklyn, Pennsylvania, New Jersey, Delaware, 
Maryland and States south. Give full infor- 
mation regarding your qualification, also age, 
lines carried and references. Address C-237, 
care Boot & Shoe ~— 239 West 39th 
Street, New York, ¥; 





ANTED—Experienced salesman to sell on 

commission, line of women’s Special Proc- 
ess and Welt arch shoes, in stock, retailing 
at $4.00 and $5.00. Territories open: New 
York City, western Massachusetts, Indiana, 
Washington and Oregon. Along Hudson River 
to New York City. THE TILL SHOE COM- 
PANY, Owego, N. Y. 





FASTERN manufacturer has all large cities 

outside of New England and New York open 
for capable, experienced men. Line consists of 
two grades of women’s welts to retail at $4.00 
and $5.00, both carried in stock in many styles 
and widths. Liberal commission paid monthly. 
References and detailed sales record required 
in first letter. Address C-242, care Boot & Shoe 
od 239 West 39th Street, New York, 





SHOE Salesmen wanted to carry line of ladies’ 
novelty footwear to retail at $1.95 and $2.95, 
adn commission basis only, in the following ter- 
ritories: Western Pennsylvania, Minnesota, 
Towa and Nebraska. No objection to man carry- 
ing non- competing line. State age, experience 
and references in first letter. Only men with 
experience considered. Address C-243, care 
Boot & zone < eee 239 West 39th Street, 
New York, N. 





SALESMAN to cover the States of North and 

South Carolina, Virginia, Illinois, Iowa and 
Wisconsin, with a well known line of children’s 
stitchdown shoes and sandals on a strictly com- 
mission basis. State references, past sales and 
experience in first letter. Write C-245, care 
Boot & Shoe Mc Ami 239 West 39th Street, 
New York, 





HELMHOLZ SHOE MFG. CO., Milwaukee, 

Wisconsin, has following territories open 
for men with established trade desiring a side 
line of children’s shoes. Large»in-stock depart- 
ment, commission basis: Minnesota, Colorado, 
Western Pennsylvania. 


SALESMEN to carry complete line of quality 
work shoes nationally known, priced right. 
Strictly commission basis, state territory cov- 
ered. Address C-246, care Boot & Shoe Re- 
corder, 209 South State Street, Chicago, Ill. 





ALESMAN, to sell dept. stores. Women’s 

Novelty McKays—prices $1.25 and upwards. 
unusual snappy patterns with prices right for 
volume business; an unusual profitable line. 
Address C-247, care Boot & -_ Recorder, 239 
West 39th Street, New York, » 





WANTED: Men who do not take side lines 
lightly. We have a high grade side line sales 
organization who put real effort into Carpenter 
“Self-Starter” shoes, affording us the opportun- 
ity of submitting substantial commission checks 
at frequent intervals. For Spring we have a 
limited number of territories open upon this 
real repeat line. Ten per cent commission. Ap- 
proximately 30 samp les. If you are a live one, 
write THE CARPENTER SHOE CO., Roch- 
ester, N. Y. 





MEN. WANTED: To carry Hawkes popular 
priced line of intermediate first walking 
shoes. Twenty-five numbers carried in stock. 
Ten per cent commission. If you are interested 
in a side line of small shoes that are full of 
merit, and when once placed a. sepeet busi- 
ness, write for details. C. H. KES & 
SON, Inc., Rochester, N. Y. 








POSITION WANTED 





RTHOPEDIC SALESMAN: Five years’ re- 

tail selling experience with Dr. Kohler 
shoes. Young man. Neat appearance. Window 
dresser. Hustler. Available Jan. Ist, 1931. 
Conservative salary; for connection with op- 
portunity for real advancement. A. Hickey, 
918 Pacific Avenue, Atlantic City, N. J. 





HOE MANAGER—Ten years’ experience of 

the best—with buying and merchandising ex- 
perience, formerly with Fifth Ave. concern. Ad- 
dress C-244, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





MANAGER — Thoroughly experienced in 
men’s, women’s and children’s shoes. Have 
managed ‘depts. and shops in large Eastern 
cities. Most successful in fitting Wizard and 
Scholl Appliances. Graduate of both courses. 
Will be available after Jan. 1, 1931. Best refer- 
ence. Address C-248, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


LINE WANTED—Am open for a general or 
specialty line of shoes—men’s line preferred 
to sell at $4.00 and $5.00. Also interested in a 
line of work shoes. Have over 200 active ac- 
counts in Eastern New York State. Fifteen 
years’ experience, best of reference—results as- 
sured. Drawing account necessary. Address 
C-241, care Boot & Shoe pee, 239 West 
39th Street, New York, 





FOR LEASE 





WONDERFUL OPENING — Modern store 
to lease, black marble front for family shoe 
store on the Main Street of a L Island 
Town. Write to owner of building: S. MATIN, 
85 Merlin Ave., N. Tarrytown, N. Y 





MERCHANTS’ NEEDS 








renres’ AND ORNAMENTS FOR 
OFT SOLE SLIPPERS 
The fi - merchandise at the right price. 
Samples sent on request. 
HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 








1876 oven rirty years 1930 
OF RELIABLE SERVICE TO THE 
TRADE 


THE VALUE OF 
THE SHOE HORN 
They preserve the shape, prevent slipping at 
the heel and save the counters if _— used 
in putting on shoes. This care of the shoe 
prevents wearing holes in the sto stocking at the 
heel. Buy Sommer’s reliable rounded edge 
shoe horns from your jobber or direct from 


J. L. SOMMER MFG. CO. 


Button Hooks and Spat Button Hooks 
Newark New Jersey 


Largest Manufacturers in the World 

















Minimum charge 75 cents. 


8 Advertisements 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified edvertising i is payable in advance. 
or this page must be in our New York office on Friday of the week preceding publication. “6® 


In all other cases each 
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BUSINESS OPPORTUNITY 


‘WANTED TO PURCHASE 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everyhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Address Stephenson Labora- 
tory, 21 Back Bay, Boston, Mass. 





If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 


KIRSCH-BLACHER CO., INC. 


624 Broadway New York 
Phone Spring 1443 











MERCHANTS’ NEEDS 





M.O. Sree co. 
216 HOLLAND BLDG., ST. LOUIS, MO. 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 
Artifielal Flewers, Vases, Window 4 


nen borders. = i og al Dennett 


. Fell Fitters, Valances, : 
ag Material’ G oy Send. for Pansy 


Pager Booklet. Pris ots. 
DAVE’S ree re DECORATIONS 
118 West Broadway, New York 











Milbradt 
Rolling Step Ladders 


Enable you to reach your 
highest shelves convenient- 


y. 
They last 2 lifetime 


Are made = any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1895 


2416 No. 10th Street 
ST. LOUIS, MO. 














, ‘WINDOW 
DISPLAY Fi el alae 


SEGALLé SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS | 
SEND FOR CATALOG 
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We are open te 
BUY FOR CASH 
stocks of SHOES—GENERAL MER- 
OHANDISE — Unexpired leases assumed 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 











We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 

Phone - Write - 

All matters strictly confidential. 


I. SIMON CO. 


101 Reade oot New York, Gy 
Phone Worth 5 














HIGHEST CASH PRICES 


PAID 


fer shoe Fg am sellers, ote. Short t' 
leases taken Transactions coitdbatiet. 
* Est. 1890 
MAX GLAUBERG 
350 Canal St., New York City 
Phone: Walker 3818 








Seek Lessons of 1930 


New YorkK—“Build Sound Manage- 
ment—From 1930 Experience” is to 
be the keynote of the twentieth annual 
convention of the National Retail Dry 
Goods Association to be held at the 
Hotel Pennsylvania, New York City, 
February 2 to 6 inclusive. 

“The vital importance of sound man- 
agement policies are more clearly rec- 
ognized today than ever before, ” Chan- 
ning E. Sweitzer, managing director of 
the association, said, in announcing the 
theme. “The timeliness of this key- 
note cannot be questioned. 

“Nineteen hundred and thirty will 
go down in the economic history of our 
country as a year of business readjust- 
ment. After enjoying the fullness and 
plenty of an unparalleled cycle of pros- 
perity, business suddenly found itself 
facing the day of reckoning, which was 
most certain to come. Nineteen hun- 
dred and thirty has taught the banker, 
the manufacturer and the merchant 
many valuable lessons—-lessons which 
should not be discarded or easily for- 
gotten in the future. 

“From these lessons sound business 
management policies must be estab- 
lished and maintained. 

“Far-sighted and progressive mer- 
chants have already adjusted them- 
selves to the new economic order. Every 
merchant who hopes to survive and 
prosper must do so. 

“Delegates from every section of the 
country will be present and will discuss 
the new problems, and the old prob- 
lems in new forms, with which they 
have been confronted during the past 
year. From their combined experience 
they will formulate policies which will 
enable them to build sound manave- 
ment programs, adjusted to present 
economic conditions.” 














ATLANTIC CITY NJ. 


Extraordinary Reduction 
in Rates 


No Increase Over Thanksgiving, 
Xmas and New Year’s 


As Low as 
Without Meals 
$2.50 Daily Per Person 
35.00 Up Weekly for 2 
With Meals 
$7.00 Daily Per Person 
85.00 Up Weekly for 2 











Hospitality 


The Hotel Sinton is famed 
for its friendly, comfortable, 
home-like atmosphere. New- 
ly remodeled, beautifully 
furnished. Every modern 
convenience. Bath and ser- 
vidor in every room. Five 
convenient dining rooms. 
Most desirable location. 125 
sample rooms—the best in 
the country! 


Hotel Sinton 


Cincinnati’s Finest Hotel 


John ©. Horgan 


MANAGING DIRECTOR 

















DeLane Store Sold 


CHARLOTTE, N. C.—Purchase of the 
business of DeLane Shoe Company by 
Martin’s Department Store has been 
announced here. The shoe company 
was sold by John L. DeLane, head of it, 
because he intended to retire from busi- 
ness. 

The transaction involved stock inven- 
toried at approximately $25,000. This 
stock will of placed on sale at Mar- 
tin’s Department Store. 

Mr. DeLane has engaged in the sale 
of shoes in Charlotte for 35 years and 
is one of the city’s best known mer- 
chants. He has operated his own busi- 
ness 22 years. Prior to establishing his 
own store, Mr. DeLane was associated 
with the Efird brothers, operators of a 
chain of department stores in the 
Southeast. The Martin store is a link 
in the Efird chain and occupies the 
building occupied by the Efird store 
until the large structure on North 
Tryon Street was completed several 
years ago. 


Storm Helps Rochester Trade 


ROCHESTER, N. Y. (UTPS) — Snow, 
rain and slush, hoped for by the entire 
trade for weeks, descended on the city 
last week, bringing with it the ex- 
pected spurt in trade. 

In a lull for weeks, retailers reported 
a briskness which offset the cuts they 
have been compelled to take in profits. 
The trade was especially heavy in chil- 
dren’s shoes, with women’s wear run- 
ning second. Arctics and overshoes 
sold heavily in all lines. Trade, how- 
ever, was only normal, but especially 
welcome in view of the depression. 

The price cut war in women’s arctics 
continued last week, despite efforts of 
the Rochester Shoe Retailers’ Associa- 
tion to stem it. A number of the 
smaller shops were normal in price 
again, but enough remained in the 
slashing competition to make it haz- 
ardous for others. 


New Wolff-Tober Subsidiary 
Formed 


CARTHAGE, Mo.—The Carmo Shoe 
Manufacturing Company has been or- 
ganized at Carthage, Mo., as a sub- 
sidiary of the Wolff-Tober Shoe Man- 
ufacturing Company, St. Louis. This 
new company will make a line of pop- 
ular-priced women’s novelty shoes to 
retail in the range of $4 to $5. The 
factory building is new and is com- 
pletely equipped with modern shoe ma- 
chinery. 

John Jacobs, who has spent the last 
42 years in the shoe business, is presi- 
dent. Abe Tober is vice-president and 
treasurer. Sam Wolff is secretary. Jack 
Kaplan will style the line, at the same 
time handling the sales. 


New Haven Shoe Men Form 
Association 


NEw HAVEN, Conn. — An organiza- 
tion of retail shoe dealers in the city of 
New Haven is now being formed, with 
16 dealers participating. R. E. Hegel, 
retail secretary of the Chamber of 
Commerce, is active in the movement. 
The association will probably be known 
as the New Haven Shoe Dealers’ Coun- 
cil. Definite organization plans are be- 
ing worked out and a meeting will 
probably be called in the near future. 





‘ 


‘Holiday Accessories Featured 


Kansas City Shoe Merchants Display Originality in Offering 
Combinations to Increase December Sales 


Kansas City, Mo. (UTPS) — The 
month of December is_ accessories 
month in the shoe business for Kansas 
City retailers, and local stores are 
vying. with each other in featuring 
articles suitable for gift purchases. 

The most outstanding of these are 
probably the gift portfolios featured by 
I. Miller. The portfolio has an under- 
neath flap of silver at the top, a side 
flap of black with half-moon shaped 
cutout, and a top flap of red, orange, 
turquoise or green. The top flap has a 
small black strap at the side that snaps 
underneath to secure the portfolio. 
They are given with three pairs of 
hosiery and make an unusually attrac- 
tive gift box that may be used for a 
score of other things when the hose are 
worn out. 

The same modernistic design and col- 
oring is used with the ensemble chest 
for bag, hose and shoes. The small 








Montreal Merchants to Study 
Foot Hygiene 


MONTREAL, Dec. 10—The modern ap- 
plication of scientific research to re- 
tail merchandising is emphasized in the 
formation of a new association in Mon- 
treal. Shoe store managers, shoe retail- 
ers and shoe salesmen have organized 
to study the foot and its functions, 
how health can be impaired by im- 
proper shoe fitting, and the physical 
discomforts attendant upon the ill-fit- 
ting of shoes. The aftermath of im- 
proper fitting having brought about 
ailments, study is being made, under 
scientific direction, of ways in which 
these conditions can be prevented. 

The last decade has been a notable 
one in the shoe industry. The mer- 
chandising changes have been revolu- 
tionary. Staple lines which had here- 
tofore taken first place in public atten- 
tion have given way in prominence to 
special lines of shoes which are de- 
signed on scientific principles for foot 
comfort. Greater interest has been 
awakened in the minds of Canadian 
shoe retailers regarding foot anatomy, 
the normal action of foot bones and the 
physical conditions resulting from im- 
proper fitting of shoes. But this is 
said to be the first time there has been 
active co-operation between physicians 
and shoe dealers. Public interest in this 
subject is paralleling the activity of 
shoe merchants in the scientific fitting 
of shoes. 

The new organization is called the 
“La Salle Society for the Study of Foot 
Hygiene,” with headquarters in Mon- 
treal, K. L. Morgan, being president. 

Joint meetings of physicians and shoe 
merchants will be held in Montreal this 
week, and the outcome of these meet- 
ings will no doubt be carefully observed 
by shoe dealers throughout the country. 

A banquet of the society will be held 
on Friday, at the Queen’s Hotel, with 
Dr. Hubert Pocock, Toronto osteopath, 
as guest speaker. In connection with 
this meeting, the radio will be used to 
broadcast messages which will be of 
particular interest to the public with 
regard to foot hygiene. 





drawer, interlined with red for hose, is 
in the middle, the drawer for the bag 
on top, and the deepest drawer for the 
shoes at the bottom. The knobs on the 
drawers are gold. A _ portfolio for 
buckles is designed exactly as _ the 
hosiery portfolio with the exception of 
the white satin puff lining for the 
buckles. These charming gift boxes 
have helped noticeably to increase the 
sales of hosiery and buckles, according 
to the manager. 

Hanan & Son are featuring a novel 
velvet pad set to take the place of shoe 
trees. The pads come in all colors with 
a wide satin ribbon looped through the 
top with which to pull the pad out of 
the shoe. They are packed in a round 
box, interlined with gold, with a black 
lid, and sell for $1. Mr. Collins, man- 
ager, reports that they are very active 
gift items. Hanan & Son are also sell- 
ing novelty gift chests of lustrous bro- 
caded cardboard in various colors with 
two and three drawers. These are fea- 
tured for hosiery chests, but many are 
— empty at 85c. and $1, Mr. Collins 
said. 

Bridge slippers are very active at 
this season and are seeming to take the 
place of mules in holiday sales. Rega! 
is selling pastel colored crepe slippers 
with silver and gold kid trim with two 
large flowers on one side. The black 
crepe have gold straps and pink and 
blue roses. D’Orsays are good with 
them, according to Mr. Malley, man- 
ager. Walkover features the imported 
Grecian sandal with much _ success. 
Black and gold is leading as the fa- 
vored combination for the sandal. 

Laird, Schober & Co. get away from 
the gift box idea and offer something 
individual in a parchment envelope bag 
with an inner bag of silver to hold the 
gift hose. An envelope is given with 
every pair of “better” hose, instead of 
with three pairs, as in the case of the 
portfolios at I. Miller’s. 

Every retail shoe merchant has his 
eye out for ways of stimulating trade 
during this month and is featuring 
something new and different that will 
attract the attention of holiday shop- 
pers. 


November Sales Increased in 
Kansas City 


Kansas City, Mo. (UTPS)—Novem- 
ber was not quite up to 1929 standard 
in volume sales, according to reports 
from various local retailers, but was a 
better month in the shoe business on 
the whole than October. It is thought 
that prolonged warm weather accounts 
for the slight increase in November 
over the October sales. There have 
been sales here and there to stimulate 
trade, and merchants report fair re- 
turns. Regular $5 and $6 shoes were 
reduced to $3.85 with immediate suc- 


cess. 

The first week of December has been 
slow, because women, particularly, are 
interested in things other than shoes 
during the holiday season. December 
is ex to be a rather slow month. 
because there is a tendency to hold off 
until the January sales. 
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Bo ARomeTeER 


Business Changes 


ILLINOIS — Canton — C. C. Houldsworth (48 
N. Main St.) ; boots and shoes; reported selling 
out to H. G. Conrad. 

INDIANA—Valparaiso—James & La Force 
(“Quality Shoe Store”) (65 Franklin St.) ; boots, 
shoes, etc.; partnership dissolved; succeeded by 
George La Force. 

KANSAS—Parsons—Reid Shoe Co., Inc. (1811 
Main St.) ; boots and shoes; reported sold out to 
Mann & Gibbons. 

MASSACHUSETTS — Brockton — Henry Hol- 
stein; boots and shoes; recently commenced 
business. Lawless Field, Inc.; shoe manufac- 
turers; recently commenced business, 

Marblehead—Minerva Shoe Co.; manufactur- 
ers; removed to Beverly, Mass. 

MICHIGAN—Detroit—H. K. Marx (9414 Jos. 
Campau Ave.); boots and shoes; succeeded by 
J. L. Marx. 


NEW JERSEY—Morristown—Capitol Men’s 
Shop (48 Speedwell Ave.) (Sam Schwartz, 
Prop.) ; boots, shoes, etc.; recently commenced 
business. 

Newark—Dalt Shoe Co. (60 Park Place) ; 
boots and shoes; incorporated. 

NEW YORK—New York City—Artcraft Foot- 
wear, Inc.; boots and shoes; incorporated au- 
thorized capital $25,000. 

Philadelphia Shoe Repair shop, Inc.; boots, 
shoes, etc.; incorporated authorized capital 
$5,000. 

OHIO—Cambridge— B & R Outlet Store (632 
Wheeling Ave.); boots, shoes, etc.; recently 
commenced business. 

PENNSYLVANIA — Philadelphia — Smaltz- 
Goodwin Co. (315 N. 12th St.) ; manufacturers 
shoes; reported liquidating. 


Failures, Embarrassments, Etc. 


CALIFORNIA—Glendale—Jesse H. LeClaire 
(“Randall’s Bootery”’); boots and shoes; re- 
ported petition in bankruptcy. 

Los Angeles—Sidney Glass (1139 Wall St.) ; 
boots and shoes; reported offering to compromise 
at 30 per cent. 

San Diego—D. Wortenberg (‘The Leader’) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

DELAWARE—Wilmington—Lapin, Inc. (839 
Market St.); boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

ILLINOIS—Alton—Eckhard Brothers (Joseph 
Eckhard) ; boots and shoes; reported offering to 
compromise at 50 per cent. 

Maywood—Meyer Greenfield; boots, shoes, etc. ; 
reported petition in bankruptcy. 

KENTUCKY—Pikeville—Radwan & Co., boots, 
shoes, ete.; reported petition in bankruptcy. 

MASSACHUSETTS — Boston — Walter Foley 
Shoe Stores, Inc. (4614 Warren St.) ; boots and 
shoes; reported assigned. 

Boston — Germano - Foglietta Co. (338 Mass. 
Ave.) ; boots, shoes, etc.; reported assigned. 

Reuben Kawarsky (127 Harvard St.) (Dor- 
chester Dist.); boots and shoes; reported as- 
signed. 3 

Chelsea—World Shoe Co.; manufacturers; re- 
ported offering to compromise at 25 per cent. 

Haverhill — Greenberg-Perri-Michaelson Shoe 
Co.; manufacturers shoes; reported assigned. 

Melrose—Jean Miller (‘Melrose Bootery’’) ; 
boots and shoes; reported assigned. 

Springfield—Bell’s Bootery; boots and shoes; 
reported assigned. 

MICHIGAN—Detroit—Solomon Cohn; 
and shoes; reported petition in bankruptcy. 

Niman Bros.; boots, shoes, etc.; reported pe- 
tition in bankruptcy. 

MISSISSIPPI — Shaw — J. H. Lamensdorf; 
boots, shoes, etc.; reported offering to compro- 
mise at 15 per cent. 

MISSOURI—Kansas_ City—John FE. Biles; 
boots and shoes; reported petition in bankruptcy 
and receiver appointed. 

NEW HAMPSHIRE — Concord — Shuff Bros. 
(Eli Shuff); boots, shoes, etc.; reported as- 
signed. 

Plymouth—Fulis Bros. (157 Congress St.) ; 
boots and shoes; reported assigned. 


boots 
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NEW JERSEY — Atlantic City— Benj. H. 
Singer (1706 Atlantic Ave.); boots and shoes; 
reported offering to compromise at 20 per cent. 

Perth Amboy— Arnold Breiter (483 New 
Brunswick Ave.); boots, shoes, etc.; reported 
petition in bankruptcy. 

Westfield—Samuel Silberg (“Silberg Bros.’’) 
(28 Elm St.) ; boots and shoes; reported offering 
to compromise at 40 per cent. 

NEW YORK—Brooklyn—Lifschultz & Freed- 
man (179 Myrtle Ave.) (387 Bridge St.) ; boots 
and shoes; reported called meeting of creditors. 

Dunkirk—Arthur A. Mahey (Mahey’s Boot 
Shop) (304 Central Ave.); boots and shoes; re- 
ported petition in bankruptcy. 

Far Rockaway (L. I.)—William A.. Kupper- 
man (1018A and 1018B Central Ave.) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Irondequoit—George W. Schmanke; boots and 
shoes; reported petition in bankruptcy. 

Jamaica—lI. I. and A. R. Reisman, Inc. (care 
of Burden’s Dept. Store) (Jamaica Ave. and 
168rd St.); boots and shoes; reported called 
meeting of creditors. 

New York City—Abe Milman (2173 Eighth 
Ave.) ; boots, shoes, etc.; reported assigned. 

Schoenfeld & Ramano, Inc. (30 E. 10th St.) ; 
shoe manufacturers; reported offering to com- 
promise at 20 per cent, payable 10 per cent 
cash and 10 per cent in two notes of 5 per cent 
each maturing in four and eight months. 

Rochester—Sylvester A. Butrim (‘“‘Butrim Boot 
Shop”) (560 Hudson St.); boots and shoes; re- 
ported petition in bankruptcy. 

NORTH CAROLINA — Monroe— Al Joseph 
(‘“Joseph’s Department Store’); boots, shoes, 
etc.; reported called meeting of creditors Dec. 
11th. 

PENNSYLVANIA—Ellwood City—M. Edel- 
man (“Economy Shoe Store’’) boots and shoes; 
reported petition in bankruptcy. 

New Bethlehem—Smith & Maise; boots and 
shoes; reported offering to compromise at 12 
per cent. 

Philadelphia—Louis Belfer (3008-10 Richmond 
St.) ; boots and shoes; reported called meeting 
of creditors. 

Pittsburgh—William Rubenstein; boots, shoes, 
etc.; reported asking general extension. 


TEXAS — Dallas— Louis Solomon  Toplitz 
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(“‘Lee’s Shoe Store’) boots and shoes; reported 
petition in bankruptcy. 

San Antonio—Blum’s, Inc. 
St.); boots, shoes, etc.; reported petition 
bankruptcy. 

VIRGINIA—Norfolk—Abe Shure; boots, shoes, 
etc.; reported assigned. 

WASHINGTON—Port Angeles—Ripins (Delia 
& George Ripin); boots and shoes; reported 
assigned. 

Tacoma—Mrs. A. Robinson; boots and shoes; 
reported assigned. 

WISCONSIN—Milwaukee—Abe Lubell (517 
Wisconsin Ave.); boots and shoes; reported pe- 
tition in bankruptcy. 


(318 E. Houston 
in 


New Shoe Stores 


Springfield, Mo.—W. S. & B. F. Gold, St. 
Louis St., (soon). 

New N. Y.—Bon Ton Shoe Stores, 402 
Maidboodins Ave., Kings. 

St. — Fla.-Blanchard’ , Sorento 


— 
ewark, N. J.—Dalt Shoe Co., 60 Park Place. 

Rashvilie. Neb.—J. C. Penney Co. 

yy Rapids, Ia.—J. C. Penney Co., 109-11 
2n t. 

Shenandoah, Pa.—J. C. Penney Co., 121-23 
N. Main St. (soon). 

Pekin, Ill—J. C. Penney Co., Schnellbacher 
Bldg. (soon). 

Gordon, Neb.—J. C. Penney Co., 
Theatre Bldg. (soon). 

Springfield, 111.—W. T. Gum Co., 221-23 S. 
Fifth St. 


Corbin, Ky.—J. J. berry “Co. (soon). 
Los An cs, Cal—J. +s Newberry Co., Cren- 
shaw & ‘Adams 


Norwood, N. ¥.Sol Kaplan, Hydron Block. 

Escondido, peas M. B. Flax, Grand Ave. 

Midland, Tex.—J. P. H. McMullan & Co. 
Montgomery. 


Empress 


Grand Rapids, M 

Port Huron, Mich.—Earl W. MacDonald, Inc. 

Marshfield, Wis.—W. H. Ludwig Co. 

Los Angeles, Cal—Star Shoe Co., Ltd., 450 
S. Broadway. 

New York, N. Y.—Eric F. Kerry, 148-56 W. 
28rd St. (Mfr.). 

henge York, N. Y.—Pape Shoe Mfg. Co., 83 E. 
10! 

Fort Myers, Fla.—Home Stores, 

Lone Ky.—The Nisely Co., siz *s. 4th St. 

? . ood River, Ore.—Gross & Forman, Oak and 
3r ie. 


Madison, S. D.—Red Owl Store No. 2. 

Wood, 8. D.—Steffes Bros., Meyer Bldg. 

Cordova, Ky.—Joshua Waldron. 

Emery, S. D.—Roskins & Hoover, Bentz Bldg. 
— Tenn.—J. C. Maloney, Tennison 


Hornell, N. i oa Sales Co., 

New York, N. Y.—-Philadelphia ony “Repair 
hop, Ine. 

nglewood, Cal.—People’s Opportunity Store, 
4418 Lennox Ave. 

Monroe, La.—Guarantee Shoe Co., Inc. 

El Paso, Tex.—Klein’s, Inc., 1128 N. Oregon. 

Pottsville, Pa.—Lefkowitz, 214 N. Center St. 
F Washington, Ind.—Golden Rule Shoe Store, 
ne. 


Marion, Ind.—Claude C. Lounsbury Co., 104 
W. 8rd St. 
Ill.—The Anspach Co., 109 S. 


ntralia, 
Locust St. 
eville, N. C.—L. Blomberg. 
Ashland, Ky.—Nobil’s Shoe Store. 
Ottawa, Ont., Can.— Agnet-Surpass Shoe 


Stores, 287 Bank St. 
Shoe Co. (Mfr.), 589 


Lynn, oo 
Washington S 

Yonkers, nN. sce Shoes, Palisade Ave. 
<= New Main &*. 

maha, Neb.—Daniel Green Leisure Slipper 

on 217 City Nat. Bank. 

Jacksonville, Fla.—Quality Shop. 
om, Raleigh, N. C.—Sam Adler, 113 Fayetteville 


Oswego, N. Y.—The Herman Co. (Mfr.), 9-11 
East Utica St. 





Boot and Shoe 
Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boor anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 





A Buying Guide te 





BOOTS AND SHOES 
Athletic Shoe Co., Chicago, Ill 


Bass, G. H., & Co., Wilton, Me. 
Biarritz Sandals, New York City 
Blog Shoe Co., Inc., New York City 
Brooks Shoe Mfg. Co., Phila., Pa 
Brown Shoe Co., St. Louis, Mo 
Burkley Shoe Co., Brockton, Mass. 


Capezio, New York City 
Chase, W. S., & Sons, Haverhill, Mass.... 52 


Churchill & Alden Co., Brockton, Mass. 
4th Cover 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 50 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 68 
Eby Shoe Co., Inc., Ephrata, Pa 
Evans, L. B., Son Co., Wakefield, Mass.... 52 


Freeman Shoe Corp., Beloit, Wis. 
Gibbons, C. S., Co., Phila., Pa 


Holland Shoe Co., Holland, Mich 
Hood Rubber Products Co., Watertown, 


Horwitz, Vincent, New York City 
Hoyt, F. M., Shoe Co., Manchester, N. H.. 50 


Johnson, Stephens & Shinkle Shoe Co., St. 
SE ER Re Pe 2nd Cover 


Kendall Shoe Company, Haverhill, Mass... 60 





IN THI 


STAND PAT ON PRICES 
SHOE CLERKS OR SALESMEN? 


A HUNDRED MERCHANTS ANSWER 


MoTorR METROPOLIS TO WELCOME 
SHOE TRADE . 


FROM THE EDITOR’s ANGLE 
SHOE AD-VISOR 


PRACTICAL HINTS ON FITTING AND 
SELLING 


IN-STOCK SECTION 

Your BUSINESS AT A GLANCE 
BALANCED STOCKS PRODUCE PROFIT. 
PLAN Your SELLING First 


S ISSUE. 


By J. J. Sensenbrenner......... 17 
By Arthur Gale 


By Harry R. Terhune.......... 20 


Detroit Plans for N. S. R. A. 
COMVONMION 606603660 6 ':bis be 8 00 6 22 


By Arthur D. Anderson. 
Two Pages of Ideas... 


By Hugh Thompson 
A Monthly Feature 
By Murray C. French 
By H.W. Fox. «5. 


Select Logical Price Lines, Then 
Buy to Them 


What’s Doing Everywhere 


Changes, Embarrassments, New 
Stores 





Nettleton, A. E., Syracuse, N. Y 


Shoe Co., Inc., Norridge- 


Norridgewock 
wock, Me. 


Old Colony Shoe Co., Brockton, Mass...... 5 


Packard, M. A., Brockton, Mass........... § 


Paristyle Footwear Mfg. Co., Inc., New 
York City 52 


Pontiac Shoe Mfg. Co., Pontiac, Il 


Reynolds, Bion F., Brockton, Mass. 
Richards & Brennan Co., Randolph, Mass.. 
Robertson Shoe Co., Minneapolis, Minn.... 5 


Schwartz & Herder, Inc., Phila., Pa 
Shaft-Pierce Shoe Co., Faribault, Minn.... 
Smith, Wm. Sumner, Chicago, Il 
Stacy-Adams Co., Brockton, Mass 


Valley Shoe Co., St. Louis, Mo 
Vitality Shoe Co., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 
sa Hide and Leather Co., Boston, 
Barbour Welting Co., Brockton, Mass 
Evans, John R., & Co., Camden, N. J..... 8-9 
Foerderer, Robt. H., Inc., Phila., Pa 


Goodyear Tire & Rubber Co., Akron, Ohio.14-15 


Graton & Knight Co., Worcester, Mass. 
3rd Cover 


Lawrence, A. C., Leather Co., Peabody, 
Mass. 


New Castle Leather Co., New York City 


Front Cover 


MACHINERY, LASTS, .MFRS.’: SUPPLIES, 


DRESSINGS, ETC. 
Beckwith Mfg. Co., Boston, Mass. 
Mears, Fred W., Heel Co., Boston, Mass... 6 
Tubular Rivet & Stud Co., Boston, Mass... 


United Fast Color Eyelet Co., Boston, Mass. 


United Shoe Machinery Corp., Boston, 
SEUNG sin ative Codse so desidicvall yet 12, 45, 53, 5 
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